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ADVERTISER'S WEEKLY 


ROYAL AIR FORCE 


FLYING 


REVIEW 

—the Journal 
with the 
EXCLUSIVE 
FEATURES .. 


ceererer 


‘The Times’ protests 
over newsprint 


‘Newspapers in 
straitjackets’ 


The Government is taken to 
task in The Times for “stolidly 
stonewalling” against the import 
of a further 46,000 tons of news- 
print from Scandinavia in 1955. 

The Times comments: “If it 
is right to look at the scope for 
imports of newsprint (or of any- 
thing else) from the point of 
view of the country’s import bill 
as a whole, and not from that of 
the individual currencies and 
countries concerned, that way of 
looking at things must be pre- 
served throughout the argument. 

“Thus, although the extra 
46,000 tons of newsprint would 
increase Britain's bill for imports 
from the three Scandinavian 
countries by 14 per cent, it would 
increase her import bill as a 
whole by only one-sixteenth of 
1 per cent, 


Question of freedom 


“It is not easy to understand 
that the Government can want 
to keep the straitjacket on the 
newspaper industry for the sake 
of saving 12s. 6d. in £1,000, 

“The additional import from 
Scandinavia would be, at the 
least, a major step towards free- 
dom, and there is no prospect of 
freedom without it. the 
other side, the saving of foreign 
currency to be got by prohibitin 
it is minute, whether measur 
against total imports, against 
imports from Scandinavia, 
against imports from European 
—— Union countries 
against imports of films and 
tobacco, ‘a against imports of 
other paper and pulp. 

“Is it then so great when 
measured against the full free- 
dom of the press? It can 
assume a relative significance 
only if the Government place no 
more than a derisory value on 
that freedom.” 


To The Editor.. 


Where the ABC 


‘cuts no ice’ 


Sin,—We have an A.B.C. 
figure, the only one in our 
special field. One advertiser 
supports us on this score. Atti- 
tude of the others is that of a 
man who, when approached by 
my advertisement manager, said, 
“I am not interested in your 
A.B.C. figure.” 

To Charles Nida (May 6) I 
would say that the A.B.C. cuts 
no ice in the trade and technical 
field. Why? 

Epiror. 
(Name and address supplied.) 


‘Motoring ads are 
too vague’ 


Sir,—-Why are some motoring 
advertisements so vague? 

For some time now Fords have 
been advertising their “Five Star 
Motoring.” Just what is “Five 
Star Motoring”? Fords do not 
explain. They offer a range of 


THIS WEEK 
Depth research controversy— 
page 320. 


NEXT WEEK 


Case History of the Billy Graham 
campaign. 


six models. Illustrations star 
certain portions of a car, but do 
not explain whether these are 
special features. 

Then there are the “middle- 
class” cars whose manufacturers 
seem afraid to suggest that their 
prices are either too cheap or 
too dear. Why not be frank 
about prices? Why not stress 
what one gets for the money? 

And now we have the enig- 
matic advertisement for the 
Michelin Motoring Map. No 
price is mentioned, nor the 
means by which it may be ob- 
tained. Is it on sale at book- 
stalls, newsagents or garages—or 
does one write to the Michelin 
Tyre Co., Ltd., for a free copy? 


F. W. JerKins. 
26 Oxtoby Way, 
London, 8.W.16. 


Sincere story 
gets business 


Sin,—Having recently opened 
a motor showroom in Hendon 
| was thinking about getting in 
touch with an agony to do a 


spot of advertising for me. 

By chance I saw the Digby 
Wills advertisement in your 
journal (April 29). This, in your 
parlance “sold” me. Why? 
Perhaps because the sincere story 
featured a namesake (they might 
do the same for me) but more, 
| think, because they sounded 
down-to-earth. The sort of 
people who wouldn't sneer if I 
said I didn’t want to spend a 
small fortune, 

J. M. GARDNER. 
Gardner & Co. (Hendon). 


This rivalry can 
be dangerous 


Sin,—It was gratifying to read 
that Ashley Havinden had 
stressed the need for greater co- 
operation between public rela- 
tions officers and their colleagues 
in advertising at the recent Insti- 
tute of Public Relations confer- 
ence at Stratford-upon-Avon. 

Surely it is only commonsense 
that a public relations campaign 
and an advertising scheme for the 
same brand of product should 
work on identical themes. 

But there is another angle. 
Too many P.R.O.s seem to work 
in competition with their col- 
leagues in advertising depart- 
ments. They frequently adopt 
the “anything you can do I can 
do better” attitude. Rivalry can 
be an excellent thing. But cer- 
tainly not in this instance, 

And—dare I say it?—I’ve 
also come across P.R.O.s who 
occasionally have a cheap sneer 
at advertising. 

PeTerR JOHNS. 
Plymouth. 


Persuasion 


Sir,—Anybody interested in 
the art of persuasion should take 
a trip to Harringay Arena and 
see Billy Graham in action. 

Not only salesmen but copy- 
writers and others connected with 
the creative side of advertising 
could, I feel sure, pick up several 
valuable tips on the art of putting 
something across. 

One thing that struck me was 
that you don’t have to shout to 
be heard. Mr. Graham was 
most impressive when he used a 
very soft voice. And I feel cer- 
tain that the most successful 
advertising campaigns are those 
that do a certain amount of soft 
pedalling as far as visual impact 
is concerned 

FRANCIS POPHAM. 
Highgate. 
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BIF—‘A very 


cheap exhibition’ 


D. D. Walker, chairman of the 
council of the British Electrical 
and Allied Manufacturers’ As- 
sociation, told the Birmingham 
section of the British Industries 
Fair that the B.LF. was “a very 
cheap exhibition.” 

In staging the B.LF. in its 
present building at Birmingham, 
which was an old aircraft hangar, 
he said, the city’s Chamber of 
Commerce had one hand tied 
behind its back. Germany’s fair 
at Hanover, built since the war 
largely at the German Govetn- 
ment’s expense, had become a 
great show-place for the coun- 
try’s indust 

The BLE. was the cheapest 
fair for exhibitors in Europe, 
but “it does need some very 
careful thought whether we are 
going to be satisfied 


8-page ads for 


single store 


An _ eight- pase advertisement 
for a single local store was car- 
ried as a supplement last week 
in each of the four papers in 
London Counties Newspapers’ 
North London group. 

Attention was drawn to the 
advertisement by a front-page 
panel in red: “See Daniels 
Birthday Supplement inside.” 
This is claimed to be the first 
time any rotary printed paper 
in the district has run colour. 

The papers are the Hampstead 
News and Golders Green 
Gazette, North London Press, 
St. Marylebone and Paddington 
Record, and the Hornsey 
Journal. This issue was their 
largest published post-war. The 
advertisement, celebrating the 
89th birthday ‘of C. & A. Daniels, 
of Kentish Town, consisted of 
illustrations and copy relating to 
a large range of household 
commodities. 


FINE _ QUALITY SILK SCREEN PRINTING 
mw Ge Ad Shankland Limited + 
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WOMAN'S OWN offers advertisers a major coverage of 


the women’s mass market at a rate which is most 


economic. No wonder, therefore, that reservations 


have to be made so far ahead! 


Womans on 


2 221, 162 


AUDITED NET SALE (July—Dec. 1953) 
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THE CHRISTMAS CACTUS (zygocactus truncatus) can never 
forget that it came from the steamy forests of Brazil. It will only grow where it 
can make believe it is back again in the hot, damp shade of the jungle. Cactus 
enthusiasts, with their dry, bright glasshouses cannot raise this moody plant. If you 
want to see it, stroll down a leafy country lane ; there, behind the dark windows of 
some cottage you will find zygocactus truncatus, flourishing complacently through 
wash-day steam. 


THE (QUARTERLY) COUNTRYMAN 
(on the other hand) is the easiest evergreen to 
grow that ever grew. Sprouts from pockets. 
Burgeons on buses. Spreads along bookshelves. 
Advertisements in it strike like good cuttings, 
throwing up scores of enquiries every quarter. Yop 
That’s why advertisers call it a ‘natural’. . . te te te 
and go on advertising in it. URRY WA ZZ 
Net Sale: over 83,000. 10 readers a copy—at least. ‘ 


The Countryman 


JOHN L. VERRINDER, ADVERTISEMENT MANAGER, 10 BOUVERIE STREET, B.C.4 CENTRAL 9161 
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ADVERTISER'S WEEKLY 


BOURNEMOUTH 


The Editor 


sums up 


The verdict at was 
unanimous: the Advertising 
Association Conference was the 
best since the war; indeed, in 
the ooiian of many with long 
memories, the best conference 


ever. 

The outstanding success of this 
2ist milestone event along the 
road from Wembley 1924 was 
largely due to the vigour of 
the platforms assembled by 
the organisers whose planning 
aimed at, and achieved, a con- 


4 | elgg og hor 5 i may > on Sunday vr Sag Clann to Te ) vm 


lan ae M.P 
William C. Thiéle and L. 


Fighting 


aD TS, aggressive action against the critics of adver- 
tising was urged by Ministers of the Crown, industrialists 


and agency chiefs when they addressed the 2ist Conference | 
of the Advertising Association held at Bournemouth on Friday, 


Saturday and Sunday. 

The Association responded with an announcement of the 
appointment of an information officer (see page 312). But 
no news was given of how he would operate. 

The Conference—described as the best ever—was attended 
by 920 delegates who heard fighting talk at every session, 
including the opening one at which Lord Woolton spoke. 

They also heard Mr. L. D. Gammans, Assistant Postmaster- 
General, give a long-term forecast as to how commercial tele- 
vision would develop—and the opportunities it would offer 
for newspapers, municipalities, universities, and local traders. 

The president, Norman Moore, closed the Conference with 
these words : 

“We shall go away determined to convert those who doubt 
—and there are still people who have honest doubts about 
the high value of advertising—and to confute its critics, who, 
sometimes maliciously and certainly very often dishonestly, 
try te decry our calling.” 


Luckin, G. R 


talk at AA Conference: 


Information officer appointed 


ope. | i Moore, 


Stephen Tallenus, . Oughton, 


ON OTHER PAGES 
Conference report and pie 
_ = 1, 


tures: Pages 308, 

312, 313, 314, 316 and 318, 
News About People: Page 364. 
Current Advertising: Page 369. 


Publications News and 
and ‘We Hear’: ba nm 


woe 


Digest of news: 
Pages 363, 366, 569" 370 


For housewives with that extra margin of purchasing power 
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which carried it into news- A : 
papers throughout the land. THE KEY TO THe FUT UH 
Amid the general enthusiasm, two ees ey é 
simple criticisms were voiced: 
not enough time allowed for Sateen tate tatntnenel 
questions at the end of ses- . 
sions, and too few young 
delegates. Next year’s organ- =) 
isers can meet the first plaint, oa 
heads of businesses can avert ee 
the second. is 
DISAPPOINTMENT <- 
Many delegates, their convic- . aa 
tions confirmed by trenchant <a ary 
arguments from individual tee 
—— were disappointed = 
t the Advertising Associa- Beh 
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ment of an Information Officer i 
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: —— of the Conference is any- = 
thing to go by, he should enter co 
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@ AA CONFERENCE—'POWERFUL MEDIA—WILLING SERVANTS’ 


WOOLTON SPEAKS FOR ADVERTISING 


‘I beg you to pursue your 
task with steady faith’ 


"THE merits of advertising need advertising, said Lord 
Woolton, Minister of Materials, who vigorously urged the 
Advertising Association to examine the effectiveness of its 
blic relations. The business of advertising, he said, was 
or condemned and assailed by critics—and was handi- 


capped by its own attitude. 
Speeches on commercial tele- 
vision by the Labour Party in 
House of Commons had 
again condemned advertising, 
said Lord Woolton. They were 
fearful of it, and according to 
their principles, he sappent they 
were right to be afraid of it. 
“Socialists do not believe in 
competition in commerce, and 
they do not believe in competi- 
tion in advertising,” he con- 
tinued. “Why, then, should they 
believe in commercial television? 
Advertising lives on competitive 
enterprise, and the newspapers 
— for their existence not 
only on advertising, but on com- 
tive advertising. 


MOST DEPRESSING 

“The most depressing part of 
this recent controversy over 
advertising on television has been 
the revelation of the low esteem 
in which advertising is held 
many whose professional duty it 
is to lead thought in this country. 

“| think the charges that 
have been levelled at you are 
ill-founded. 1 believe you 
porforen a national service that 

s essential to an expanding 

economy, 

“I see no deterioration in ad- 
vertising to-day from what it has 
been during the last ath yon « 
In an effort to understand publ 

inion, I read namepanes of 
all sorts, but I find nothing in 
them that is not representative 
of the thought of those who 
mostly buy them. To condemn 
them is to condemn the public, 
and the success of public educa- 
tion and preachers. 


POSITIVE APPROACH 

“Perhaps, indeed, a more 
positive approach to this issue 
of moral education is required. 
Advertisement has its uses in this 
field, and I know no other way 
in which 75,000 ple could 
have been induced to flock to 
listen to Mr, Graham whose 
preaching of morality has in it 
nothing that could offend. 

“What are the conditions for 
which we hope in the life of this 
country? First of all, of course, 
security from enemy action. 
Given that, men and women look 
for stability of employment, an 
improving standard of life as a 
result of personal effort, and the 


general benefits that come from 
the use of new inventions and 


perity of a country. 

“How do we get these things? 
It is customary, in these days, to 
talk about the importance of in- 
creased production, but prosperity 
depends primarily upon increased 
consumption. Our prosperity in 
this country Prt largely on 
increased consumption of our 
goods by the nationals of other 
countries, It is consumption, and 
not production, that is the test 
of prosperity. And, if, indeed, 
the capacity for production out- 
runs consumption, # isn’t long 
before a country faced with 
unemployment. 

“It is in. this aspect of our 
national life that I believe you 
have rendered greater service 
than your critics have acknow- 
ledged. They talk about you 
‘artificially stimulating people’s 
appetites,’ but what does that 
mean? It means that someone 
is producing something that 


_ the idea to persist that 


Lord Woolton at the microphone. 


other people would like to have 
if they knew about it. So you 
tell them: more and more people 
buy it. 

“I notice that some of the 
prominent advertisers oppose 
advertising on television because 
they fear it will increase the cost 
of Tete a 

“Respectfully I suggest to you 
that your own public relations 
need looking into, if you permit 
vertis- 
ing increases the cost to the pub- 
lic. That idea is prevalent, but 
it is false. 

“In my own business 
experience, in which I used ad- 
vertisement for goods very 
extensively, the increased volume 
of trade that resulted so reduced 
the percentage of standing over- 


{We must 


Honourable craft 


A leading article in the Daily 
Mail stated: .. .“The gathering of 
advertising men and women from 
all parts of Britain for their 
week-end conference at Bourne- 
mouth focuses attention on an 
enterprise which reaches far 
beyond the newspaper field. 

“Its effectiveness is dependent 
on the merits of the goods for 
sale or the objective in view. 
You cannot keep on selling a bad 
product or a rotten cause by 
advertising—but neither will the 
merits of virtue win their full 
reward without it. 

“It is because of the honour- 
able development of the craft of 
advertising that the Daily Mail 
and other newspapers have been 
able to carry on their job of 
purveying the news over the 
years.” 


head charges, that not only did 

the business make more profit, 

but the public bought at a lower 

~~ than would otherwise have 
possible. 

“I believe this to be true 
over a wide range of merchan- 
dise, and to be the fundamen- 
tal economic justification of 

our profession. 

“Mass production is no use 
without mass consumption, and 
advertising is its greatest aid, 
because the resultant increased 
volume of sales lowers the cost 
of io—y by the continuous 
and more efficient use of -both 
plant and labour. Furthermore, 
advertising has a determining 
influence on quality—a factor to 
which the critics of advertising 
have given too little attention. 

“I am sure every advertising 
man will agree that it doesn’t pay 
to advertise bad quality g b 

‘POWERFUL FORCE’ 

“I have come to pay my res- 
pects to oy profession: to 
recognise that you may well be 
a powerful force at our disposal 
for securing the development of 
our overseas trade, and the 
maintenance of a high and stable 
level of employment at home. 

“Since it does not pay to ad- 
vertise rubbish, I believe that you 
are helping to establish, and to 
maintain, standards of quality 
of consumer goods, and to supply 
hope and encouragement to those 
who, in the strength of their 
belief in the things that they have 
created, are prepared to risk the 
cost of making them known. 

“Therefore, | beg you to pur- 
sue with a steady faith, the 
principle that the prosperity of 
this country phn on the free 
interplay of forces in an expand- 
ing economy. Of that expansion 
you are powerful ae and 
the willing servants.” 
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Ss “It is time that business and advertising men "=" 
no eres = to ‘short change’ themselves,” Dr. “ 
R iw L. Lloyd, managing director, the A. C. 
“2 Nielsen Co., Lid., declared. 
ae | to the opinion held in some >. 
#5 quarters the business and political world, te / 
es advertising has made too much of a virtue of ws 
< } modesty. In the advertising profession ‘under- , 
ee statement’ has been practised to such a degree , a 
that it has resulted in a failure to supply the | t 
wt British public with facts. . 5 
“Our first task is to acquire facts about the B® 
economy and efficiency of advertising. This we 
are doing every day. 
: “Our second task is to ‘advertise’ these facts. 
Attending this Conference are some of the best advertising brains, 
s not only in this country, but in the world. They have used 
ee advertising to sell economically all types, classes, size and price 
: of TT and services. 
: “Is it not reasonable to assume that they, if they would devote 
. time and energy to the task, could also ‘sell’ the entire concept of 
advertising in all its facets to the British public, particularly the 
i host of uninformed critics who either consider themselves authori- 
_ ties, or use advertising as a ‘whipping boy’ for political purposes, 
- or in order to attract attention to themselves.” 
Ay te a ae aa a a is Ok Re a 5 ee > 
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GAMMANS TELLS 
WHY ACTION IS 
VITAL NOW 


More “hit back now” advice 
was given by Mr. L. D. Gam- 
mans, the Assistant Postmaster- 
General, who recalled the last 
conference: “Afterwards the 
Editor of ADveRTISER’s WEEKLY 
had to write a leading article 
explaining why Mr. Bevan had 
been invited!” 

Mr. Gammans said: “It is 
about time that the ome - 
profession concentrated on 
vertising itself. I believe Lord 
Woolton referred to this, but it 
has amazed me as I have sat in 
the House of Commons during 


@ AA CONFERENCE—MORE WARNINGS ABOUT THE ENEMY 


ADVERTISER'S WEEKLY 


‘If you are attacked the only thing 
to do is to fight back’ 


the last few months to hear of 
the poor esteem in which your 
profession is held among 80 
many of my colleagues. 

“Why is it that among a large 
section of the population adver- 
tisers and advertising agents are 
held in such low esteem? Why 
is it possible for people solemnly 
to get up in the House of 
Commons and say that advertis- 
ing a product means increasing 
its price—and so on? 

“I suggest that it is about time 
you put that right. After all, if 
you do believe in advertising 
and understand the art of adver- 


, it is that you 
be afraid of what 
people say about you but come 
om out into the open and prove 
what you believe in and what 
you know to be true. 

“If private enterprise is to sur- 
vive in this country we have got 


to do something about it. I do 
not think that it is only the 
function of advertising agents or 
advertisers to advertise their 
products. I do not think it is 
enough for them to point out 
that by advertising they are 
ing to help to reduce prices. 
t th have to do now, 
surely—uniess we are all to be 
ironed out by nationalisation— 
is to advertise their way of life 
and to prove that that way of 
life is the best way of life for 
this country. If they do not do 
it, that way of life is not likely 
to continue.” 


Why the critics 
like bullying 


advertising 
Discussing how advertising 
could win appreciation § in 


Government circles, Brian Mac- 
Cabe said it was clear from the 
way in which the conference has 
been honoured by the presence 
of so many distinguished mem- 


that advertising 
measure of appreciation in the 
present Government. 

“But since we are looking to 
the future, we must remem 
that governments change,” he 
warned. “And we must remem- 
ber, too, that in the House of 
Commons are some of advertis- 
ing’s severest critics. 

“Not that I have ever thought 
that the majority of them are 
really criticising advertising. They 
are criticising private enterprise 
and freedom of choice; and ad- 
vertising, as an in rt of 
both, is merely an codes and 
juicier target. 

“And the reason it is easier and 
juicier is because any bully gets 
most fun out of attacking some- 
thing that does not defend itself. 


wait until our attackers have the 
real power to launch a major 
offensive and then find ourselves 
with nothing but a few isolated 
marksmen 


“We must combine all our vast 
talent of persuasion not to shout 
down our critics but to explain to 
them—and to their constituents 
—just how wrong are, 

“And do not under-estimate 
the danger if we lose. We can 
paint our bright pictures of ad- 
vertising’s future, but if we fail 
to convert these critics—and if 
ae * should ever have their wa 

ce future of advertising (wi 
the future of private enterprise) 
would be plunged into darkness. 

“It is a big job, for it is a 
defence, as I have said, not just 
as ng but of a way of 

e.” 


Sir Stephen 


Tallents 


recommends 


The public relations adviser to 
the Advertising Association, Sir 
Stephen Tallents, replying to the 
advocates of action, said this: 

“I believe the first need is for 
the full case for advertising to be 
worked out, put into a sort of 
form in which it can be given 
into the hands of anyone in the 
country and then used, if you 
like, as much as possible. One 
can protest too much in this 
world and I doubt if the way of 
removing, if it be true, the sort 
of prejudice we have been hear- 
ing about this afternoon, I doubt 
if it is the best method, by 
merely going out and shouting 
‘Advertising is good’ and ‘Adver- 
tising pays. 


“I think, with all the virtues 
which are to the credit of this 
group of industries, very pro- 
bably a rather more reticent 
approach, at this stage at any 
rate, is better. Never a nega- 


Fabian touch 


The “Manchester Guar- 

dian” had this to say of Sir 
en’s $ 

“Instead of a high-powered 
campaign to promote them- 
selves, Sir Stephen Tallents, 
public relations consultant to 
the Association, counselled a 
‘rather more reticent approach’ 
—a Fabian attitude of collat- 
ing the facts and making them 
available to the public—but 
his was not the sense of the 


] 


tive approach—never, no—but 

perhaps a more reticent one. 

‘It struck me the other day, 
when I was thinking about this, 
what Mr. Stevenson, the 
American candidate for presi- 
dency, said—not speaking about 
this, but he said ‘Perhaps the 


Presidential opinion 


‘Rather more 
reticent 


approach’ 


moment is one for a little reti- 
cence, perhaps for a little lock- 
jaw.’ would not like to say 
that, but I did think it would 
be wise to get this out into the 
hands of all the profession, all 
the callings, and thus to enlist 
their help to the maximum in 
ensuring that right throughout 
the country to everyone 0 is 
influenced, somehow or other 
that case is put. 


“It is essential that every > 
at every stage, at every degree in 
this aS callings should be- 
come ambassadors for what I be- 
lieve to be a true case for them. 
I hope the A.A. will be able to 
encourage that with its help, and 
perhaps help with new materials, 
the advertising groups through- 
out the country. 

“If all of you in this room are 
active ambassadors you will 
really get the cause of advertising 
across.” 


HOW TO WIN 


UNIVERSAL PUBLIC ACCEPTANCE 


as 
tising, the first thing to do is to Pe 
advertise yourselves, and not be 
ashamed of doing that. If there 
is one thing we have learned in : 
the last seven or eight years it is 
that if you are attacked the only 
a = to do is to fight back. 
: “If I may give you one word a 
of advice on the general subject an 
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Free campaigns for 
social service 


OCIAL service advertising campaigns, produced free by 


advertising agencies, carried free by media—and sup- 


ported, free, by advertisers—would help the general public 


to appreciate advertising aright. 


This was a suggestion made by 
Brian F. MacCabe, managing 
director, Foote, Cone & Beldi 
Ltd., speaking on “The future 
advertising.” 

“There are many ways of 
making poopie appreciate a 
thing,” he said, “and one of the 
best ways, I believe, of making 
SSS ae ee 
7 appreciate 

© the contribu- 
tion of adver- 
tising, is for 
_ advertising to 
make a con- 
tribution 
m without hope 
or desire of 
reward, We 
know that 
the people 
who appreci- 
ate advertis- 
ing the most, 
are the 

le who use it the most. Very 
well, then, let us make the public 
into users—into our clients. Let 
us work for them—for nothing. 


COMMON GOOD 

“Advertising can be used as an 
educational and social force of 

t power. Let us use it on 
half of the 

blic—as a selfless contribution 

the advertising business to the 
community as a whole. 

“I want very much to see social 
se advertising campaigns 
produced free by advertising 
agencies, carried free by media 
and supported free by advertisers. 
I want to see the advertising 
business doing some work for 
the common good without hope 
of monetary gain. 

“And as the public (who will 
be our clients) see it work for 
them—on them—for their double 
benefit, how can they fail to be 
impressed with its effectiveness, 
and with our sincerity? 

“Some very fine social service 
campaigns are already bei 
carried out—on a paid basis—an 
I have no desire to disturb them. 
But there are many others just 
crying out to be done; which can- 
not be done simply because there 
is no money to pay for them. 
These are the ones we should 
examine—no 


w, 
“We did a little of this work 
for the Lord Mayor's Flood 


Brian MacCabe 


Relief Fund. And in giving 
warmth and comfort to so many 
—what a wonderfully warm 
feeling we got in return. 

“Wouldn't you like that warm 
feeling always? Wouldn't you 
like to feel that all of us, as a 
business, were using our separate 
abilities, selflessly, to improve the 
lot of others? 

“Individually we can do much 
—and many are doing much— 
but united we can do so much 
more than the sum total of our 
individual efforts.” 


NEWSPRINT SHORTAGE 


Mr. MacCabe said that adver- 
tising ceased long ago to be a 
- ly creative business, and that 

was in the newer sphere of 
marketing that he saw the 
— need—and opportunity— 
ot increased efficiency. There 
had been tremendous advances 
in research aids and methods, and 
if the rtunities were used 
aright ertising would be 
carried through to a 
position in commercial life. 

The shortage of newsprint in- 
evitably caused some inefficiency 
in advertising. 

“We anaiyes and assess a 
market and we plan the most 
economical and effective media 
to use in reaching that market,” 
he said. “And when we have 
made our plan we cannot fulfil 
it-—-because some of the papers 
we select have no space to offer 
us. 


COLOSSAL LOSS 

“So we are driven into sub- 
stitute papers which, although 
ideal for many products, are not 
ideal for the product concerned. 
This causes less than fully 
effective advertising, wastes a 
proportion of our client's money 
increases his distribution 
costs above what they should be. 
“One cannot estimate this 
waste, but throughout all adver- 
tising it must colossal. I 
therefore hope that when the 
bulk purchase of paper is being 
considered, the persons respons- 
ible will bear in mind that for 
every pound they are saving in 
foreign exchange they are 
weakening the efficiency of adver- 
tising, adding to the cost of 
distribution, and lifting the price 

of consumer goods.” 


@ AA CONFERENCE—HOW ADVERTISING COULD ANSWER 
Agency director suggests 
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Hedley chief offers 
Case history proof: 
How costs are cut 


A mathematical reminder of 
the part advertising has to play 
in the economic life of a free 
and democratic society was 
given by the managing director 
of Thomas Hedley and Co., 
Ltd., R. Craig Wood, in the 
form of a hypothetical case 
history. 

“It has frequently been sug- 

ted- ~omeaale in the case of 

vily advertised and success- 
ful products—that the cost to 
the consumer could be cut by a 
simple decision to reduce the 
advertising and pass on the cor- 
responding price reduction to the 
consumer,” said Mr. Craig Wood. 

“Take a heavily advertised 
commodity costing, say, 2s. Per- 
haps 4d. of the cost is advertis- 
ing. All right, let’s stop the 
advertising and sell it at Is. 8d. 
That is the economics of fairy- 
land (if not, perhaps, of Acland). 

“Let me explain, as a manu- 
facturing man, what, in fact, 
would happen. Far from falling 
to Is. 8d, the price would 
shortly have to be rai rob- 
ably to 2s. 6d.; eventually to 3s. 
before we finally go out of 
business altogether. And here 
is the reason why. 


“We have recognised that 
standards of living, high quali 
and low costs involve a high 
degree of mechanisation and 
mass production. It is quite a 
common thing in consumer goods 
industries for a manufacturer to 
have to spend say £10,000 on 
building and equipment for every 
single person he employs. Now 
let us reduce it to its simplest 
terms. 

“Let us assume that our pro- 
duct is produced by just one 
machine operated by two people. 
The machine costs £20,000—we 
pay each of the people £10 a 
week or call it £1,000 a year for 
wages. We have spent our in- 
troductory advertising; we have 


built a nice volume of business 
and the machine is humming 
along at full capacity. 

“Now we stop all advertising 
but increasing numbers of these 
fickle and democratic consumers 
decide to try to use something 
else. Soon we are producing at 
only half capacity. Sadly we 
lay off one of our ple. That 
brings our wages bill down to 
£500 a year. But what about 
our machine? This £20,000 
machine has a life of 10 years 
and we therefore have an aver- 
age charge of £2,000 a year for 
the machine. At full throttle 
our costs were £3,000 a year. 
Now they are £2,500 a year. 

“But what about the unit 
cost? With only half the 
volume going through we are 
still saddled with five-sixths of 
the expenditure. In other 
words our cost per unit has 
gone up by 66 per cent—and 
so instead of selling the article 
for Is. 8d. we now have to sell 
it for almost 3s 

“Meantime our more enlight- 
ened competitor, who has been 
reminding the fickle consumer 
about the virtues of his product, 
has continued to run at full 
ou and has continued to sell 
at 2s. 

“I wonder how long we shall 
stay in business at 3s.? It is 
clearly going to be only a very 
short time until we close down 
the machine, lay off our remain- 
ing employee, and file our peti- 
tion for bankruptcy. 

“And this is not just theory. 
I think many of us can recall 
certain examples in the past 
where this experiment has been 
tried—and instead of reac 
fresh heights at their new ( 
unadvertised) price the products 
concerned have long since drifted 
into oblivion. 

“They have been swamped 
and submerged by the change 
and fluidity of consumers’ choice 
in a free and competitive system.” 


Members of the Bournemouth Club gave invaluable information 
service to Conference delegates. 
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The 1 at the Any Questions session: (Left to right) F. C. Hooper, 
had a ? & ‘ .- 


asius, G. 


imon, Donald McC 
Harvey (partly obscured) and Lord 


lough, Percy Cudlipp, lan 
urnham. 


Lively exchanges in the 
‘Any Questions’ session 


The “Any session 
attracted a full house, and some 
spirited exchanges, 

A breezy little battle between 
Lord Burnham and F. C. Hooper 
on whether liticians were 
deserving of ridicule was much 


to the liking of the large 
audience, 
Question master Donald 


McCullough was in effervescent 
form, and the team tackled a 
wide assortment of posers with 
an enthusiasm which merited 
the thanks of an appreciative 
gathering—thanks most ably 
expressed by Sylvia Weinberg. 
hese are some quotes from 
the panel : 

Lord Burnham: The press are 
about evenly divided on the 
question of commercial tele- 
vision and so is the House of 
Commons—and so is opinion in 
this country. If Mr. Harv 
and his few friends who wis 
this thing on the Government 
think that the people of this 
country are overwhelmingly be- 
hind it they ought to think 
again. 

F. C. Hooper: If Members of 
Parliament would stop talking so 
much and if the press would 
stop representing everything they 
say as authoritative, if Mem 
of Parliament would also stop 
me ee with people whose 
livelihe it is to represent con- 
temporary advertising thou 
we should get on a great 
better. 

Percy Cudlipp: When I am 
asked whether I think that com- 
mercial TV will be a valuable 
thing to the agencies, I feel like 
a man who has witnessed an act 
of robbery of which he grossly 
disapproves, and is called upon 
to give a verdict as to how the 
spoil should be shared! 

Ian Harvey, M.P.: I have 
some difficulty in recognising 
any dynamic influences in 
present Television Bill. But I 
think that commercial television 
will come because television will 
develop as a force in every 
sphere of its activities. 

L. M. : Our business 
has expanded to the point where 
it offers greater and more special 
opportunities to young men than 
it did 21 years ago, primarily, 
I think, due to the great pioncer- 
ing spirit of the advertisers. 


ADVERTISER'S WEEKLY 


To keep down prices 
by boosting sales 


The standards which apply to 
private enterprise apply equall 
to a nationalised industry, Col. 
Sir Harold chairman of 
the Gas Council, told the Con- 


ference, 

He added: “Indeed, experi- 
ence shows that a state-owned 
~a—— | like ours must expect 
to work much more under the 
public eye, and for that reason 
to have its activities far more 
subject to public notice and 


A Theatre Publicity prop at the midnight matinée. 
nnett, Ken Lomas, 


Derek Mumford, Bil 


Left to right: 
Kenneth Winckles—a 


Theatre Publicity director and joint assistant managing director of 
the J. Arthur Rank Organisation—and J, H. Piperno. 


OWN MEDICINE FOR THE DELEGATES 


“And now you are going to get 
some of your own medicine,” 
said Kenneth Winckles at the 
midnight matinée, introducing a 
special film to advertise screen 
advertising. 

Among the shots to illustrate 
the impact of this medium was a 
picture of the wns on which 
ADVERTISER'S WEEKLY reported 
the “McDougall Experiment.” 

Delegates saw a newsreel of 
Roger Bannister’s record-break- 
ing mile race, and the comedy 
“Doctor in the House.” 


Platform huddle around Lord 
Woolton and the president. 


Youth speaks up—with thanks to 


young 


their 


Avril Bird. 


session Ivan 


siasm, 


bers. 


the platform 


The 
the clubs who proposed votes 
of thanks at the various ses- 
sions won general aproval for 


clarity and delivery. 
They were Grahame Blundell, 
David Wigglesworth, Leslie 
Miller, Mary Messer and 


At the final “free for all” 


man Of the Club Develo: nt 
Committee commented: “I 
think they gave the conference 
some indication of the enthu- 
energy 
which is inherent in the whole 
advertising club movement, 
which has some 5,000 mem- 


speakers from 


Lackia, chair- 


and ability 


comment. We this and 
are prepared at times to 
stand up to _ constructive 


criticism. All we ask is that we 
should be j on the merits 
or demerits of the services we 
afford.” 


How far should a nationalised 
industry use publicity? asked 
Sir Harold. It was often sug- 

ed that the gas and electricity 
- tries were fp and 

t consequently competition 
between them was a 
—_ of —— o 
icity was wholly unnecessary. 
oy bel 


taken. 


PR—A DUTY 
“I believe it to be our duty 
to maintain a comprehensive 
ublic relations service for the 
nefit of our consumers in par- 
ticular and the community in 
general,” he continued. 
“We must 


most  effici- 
ently and of 
the facilities 
aaeee for 
their ui- 

sition. a io Sir Harold Smith 
search and technical 

teams are continua 


ment 
working for the improvement of 
the services offered to our con- 
sumers. If we did not make the 
public aware of the improve- 
ments achieved we be 
failing in our duty, 


the Post Office, which is the 
nearest of all the stat 


industries to a monopoly, ex- 
pends money on various forms 
of publicity in order to k the 


public up to date with the 

developments in its services. It 
is worth remembering too that 
the recent report of the Com- 
mittee on National Policy for 
the use of fuel and 
sources (The Ridley 
Report) put forward the view 
that competition between the 
nationalised industries, if 
carried to uneconomic 
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‘FREE-FOR-ALL’ 
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‘One of finest conferences ever,’ was the 
delegates’ verdict 
Panel of youth is proposed 


At the final “free-for-all” session on Sunday morning there 
was very little criticism—but general congratulations on “one 


of the finest conferences ever.” 


H. S. H. Wells suggested the 
conference sessions would have 
been better attended were they 
held during the working week. 

Joe Harris criticised the “Any 
Questions” session. He thought 
it “rather a poor show” that 
questions were . Next 
year a panel of youth might be 

ide 


a geee a. 

vid Luke told how advertis- 
ing was being advertised in 
Ireland, and hoped something 
would start in England right 
away. He regretted there were 
so few young delegates, and that 
the clubs had not been more 
prominent. 

s “one 
mild criticism” was that there 
had been no time to ask ques- 
tions. One or two, to Mr. 
Gammans, “might have produced 
a response which would have 
been of great use to the adver- 
tising business.” 


MEN OF IDEAS 

John Gloag suggested one 
speaker under 35 years of age at 
each session—"“a man who has 
ideas, who is growing up in our 
profession and may have new 
thoughts on it.” 

Miss Shirley Glover replied: 
“Young people are able to speak 
in their own publicity clubs. At 
conferences we like to hear those 
who have made a success of 
their lives and have had more 
es ky than we have.” 

. E. Ortton regretted that more 
emphasis had not been laid on 
industrial enterprise and 
technical © mee 
W. H, Furness: “We might very 
well find in each our 
publicity groups three, four, five 
or half a dozen people who are 
capable of going out and speak- 
ing to various associations. 


ATTACK |! 
“Let us stop defending adver- 
tising. Let us start attacking the 
people who attack us. The Ad- 


vertising Association could help 
us by providing us with a num- 
ber of centres that would help 
us tO put over our case.” 

lan Harvey, M.P.: “There are 
people who sustain the view that 
advertising is in fact a tax on 
the consumer; there are people 
who sustain the view that adver- 
tising is an activity which is not 
socially or economically useful, 
and we have to deal with those 
people in a constructive way 


and, if I may say so, an offensive 
way. There is no reason for us 
to be on the defensive. We are 
in fact making, as Lord Woolton 
said, a very constructive con- 
tribution to the community. 

“There may be plans for a tax 
on advertising; there may 
plans to make the lot of the ad- 
vertising man and those who 
work for advertising activities 
rather more difficult in the 
future.” 

D. A. Bain: “Speakers for ad- 
vertising should stump the 


country and face hostile audien- 
ces, not captive, friendly ones.” 


= EB The Corning ews GA wisy) 


BOOSTING BRITAIN 


Men Who Dress Nation's Shop Window Hold Caming-of Nev Conference 


‘] 


Press coverage 


‘best ever’ 


The Conference had the best 
press ever. General coverage 
was wide and varied and there 
was much publishing enterprise 
in the shape of slip editions. 

The Conference chairman, 
G. P. Simon, paid tribute to the 
magnificent work of the press 
officer, Gavin Starey: 

“He—and his staff—were ab- 


GLANVILL BENN URGES SUPPORT OF 


TRADE PRESS 


In some trades—notably hard- 

ware and  engineering—trade 
papers were rightly regarded as 
tools of the trade by all engaged 
in it. 
__ If it were not so in advertising 
it was because people in the 
business did not practise what 
they preached, and did not sup- 
port their own trade press with 
sufficient enthusiasm. The trade 
press of advertising could be 
equally important in its field if 
it were better supported by the 
profession itself. 

This viewpoint was ereeey 
expressed by E. Glanvill Benn, 
himself a publisher of trade 
journals, one of which recently 
published the largest issue of a 
—— gate paper in the _— 

r. Benn was lying from 
the platform to w.M. Keleher, 
a Bournemouth delegate. 

Mr. Keleher said: “Thirty-odd 
years ago I tried to get into ad- 
vertising but nobody would have 
meé, for some reason or other, 
so I a commercial 
traveller. During those years 
when I was trying to mould my 
career I used to take the Apver- 
Tiser’s Weex.y, but when I be- 
came a commercial traveller I 
ceased taking it. 

“Recently, because I am a 
member of the Bournemouth 


Publicity Club, I started reading 
it again. 

“I was really astounded and 
disappointed to find that it has 
the same format, the same make- 
up, as some of the old copies 
which I have religiously kept for 
over 30 years. And if I put two 
copies side-by-side it would be 
rather difficult to discover which 
was published in 1924 and which 
was published in 1954.” 


Official verdict 


George Simon: Ever since the 
first announcement in ADVER- 
TiseR’s WEEKLY about the form 
this Conference would take things 
have gone according to plan. 
We have been successful in our 
aim—and we have had magnifi- 
cent speakers. 

W. W. J. Studd: The Con- 
ference programme has followed 
a very logical and sound sequence 


and it has brought us a - 
nificent press. r business - 
presented to the whole country 


as being useful and honourable. 
Everyone can see, that 
advertising intends to stand up 
and speak for itself in no un- 
certain way. 

G. R. Pope: This will go down 
to history as one of the greatest 
conferences we have ever had. 

Norman Moore: A stimulating 
and exciting Conference. 


solutely first-class,’ said Mr. 
imon. “I never wish to find 
a better press offer for any 
event I am associated with.” 
Delegates were much im- 
pressed also by the rapidity of 
the photographic service. n- 
don News Agency, who were 
responsible, have a full set of 
these pictures available at their 
Fleet Street office, where orders 
| be placed. The Agency 
took about 200 pictures—some 
of which are reproduced in this 
issue. 


| | 
| information 
officer | 


Sir Stephen Tallents announced 
the appointment of a full-time 
information officer by the Ad- 
vertising Association. 

The new officer is Denis Last. 

Mr. Last was in the Royal 
Navy from 1914-1922. For the 
next seven 
years he 
was in the 
printing in- 


Parliament 
—a pro- 
AR gramme 
primarily concerned with indus- 
trial subjects. 

For the last three years Mr. 
Last has been with the National 
Farmers’ Union with the respon- 
sibility of putting the farmers’ 
case before the nation as a whole 
and particularly before dwellers 
in the towns, 
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Ads in ‘windmill 
Is’ 


COMMERCIAL TV 


Veil lifted for AA Conference 


A GLIMPSE into the long-term future of commercial 

television was given by Mr. L. D. Gammans, the 
Assistant Postmaster-General. He visualised developments 
beyond the scope of the Bill now before the House of 
Commons which might enable universities, municipalities 
and newspapers to set up stations of their own. He also 
gave new details about the operation of the initial stations 
planned for London, Birmingham and Lancashire. 

Mr. Gammans said there were not go either to Scotland or to 
those who believed that if people Wales. But these three stations 
advertised on television they will cover about 50 per cent of 
would not advertise so much in the ee and so you have 
other media. et of about 25 million 

“I do not think there is people which you can attract— 
any danger of that, to start with; if I may say so, I don’t 
nor do I think that that isa very think that is a bad market. I 
heroic attitude,” he added. “I anticipate a fairly rapid increase 
believe you spend about £200 in the stations elsewhere.” 
million a year on advertising. There were two ways in which 
The amount of money which you stations could be organised— 
will need to spend on television, horizontally or vertically. 
in the early stages at any rate, can give one station to each pro- 
will do little more than represent gramme contractor. The dis- 
the ordinary, natural increase in advantage—or, one of the snags 
the amount spent on advertising of that—I will not say disad- 
year-by-year. vantage, because no decision has 

“The demand for advertising yet been reached—is that it will 
space in our daily newspapers give an enormous preponderance 

r exceeds the supply. You are to the whole of the London 
spending far less in percentage station. 
on advertising compared with 
before the war.” 

Dealing with the Bill now 


“The other scheme is that all 
the stations should be run as 
one network. You would give 
one company the right to oper- 
ate stations on Monday or 
Tuesday, another Wednesday and 
Thursday, and the other three 
days would be made up of some 
other combinations. advan- 

e of that is that the — 

which a particular com |g Man 
oeine on the air would 
—and, what is more, there “aid 
be the whole country to call on. 
But it is not for the Postmaster- 
being discussed in the House of General to decide that, and I 
Commons, Mr. Gammans said: can assure you that no decision 
“Critics say that this present Bill will be reached until the new 
is too restrictionist. What they Authority is set up. 
would like to have done is just “One of the things that has 
to turn round and say “We are worried many of my friends in 
going to have a commercial Parliament is that the Authority 
Station; now, boys, away you itself would become an empire- 
go!" But you have to builder and produce its own pro- 
public opinion as you see it in grammes. ere is no danger of 
the country, and there is no that. We intend that pro- 
doubt about it that it was the grammes should be produced by 
general wish of the British the programme companies and 


later that the Association had 
the A.LD. 


at the Postmaster- 


Minister had replied that this 

suggestion would be passed on to 

the Independent Television 
Authority. 


people that th wanted this the Authority itself will only 
experiment to undertaken have the minimum amount of 
with caution, I assure you, studio space which it may 
however, that the reserve powers require for some talk, or “The 
of the Postmaster-General are Week's Good Cause,’ or some- 


not likely to affect anybody who 
is prepared to play the game.” 
Mr. Gammans said in the first 
instance there would be three 
commercial stations: London, 
Birmingham and _ Lancashire. 
“There is power to extend that,” 
he said, “and already my Labour 
critics in the House are v 
cross with me because we wi 


thing like that; and the only con- 
dition under which the Authority 
would produce its own pro- 
grammes—or rather, I will not 
say ‘produce’ but, commission its 
own programmes—would be if 
e© was a temporary hiatus 
between programme companies.’ 
Advertising would be in_ the 
nature of spot There 
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Shopping guides for 
local traders 


was one deviation from that of 
considerable importance. This 
concerned documentaries, There 
would be nothing wrong with the 
city of Birmingham, for example, 
ing its charms and have 
its name associated with the pro- 
mme. Nor with the Cunard- 
hite Star advertising their 
summer terms in the Mediter- 
ranean, in a film in which the 
emphasis on producing a film 
which was intrinsically interest- 
ing in itself. With that type of 
programme there would be 
nothing to prevent their being 
associated in a modest way with 
advertising. 
BEER AND BETS 
“I am always interested in 
people who say they cannot 
afford to advertise on .” said 
Mr, Gammans. “I do not be- 
lieve they could afford to adver- 
tise in The Times or the Daily 
Express. I have never seen a 
second-hand pram advertised in 
those papers. That sort of ad- 
vertising is not suitable for this 
medium either, but we do want 
the local shops to Ry able to 
aewey through the shoppers’ 


gui 

Would there be a boom on the 
advertising <f certain products? 
What about alcoholic drinks and 
betting? That would be a 
matter for the Authority. It was 
not easy to find cogent reasons 
for banning these altogether 
when they were advertised in the 
newspapers. 


G. R. Pope and F. C. Hooper 
talk over a knotty point. 


Time slots 7 


“The present form of the 
Television Bill provides that the 
advertiser can use various time 
slots for message,” said Dr. 
Edward Lioyd, managing 
Tao of 2 the A. C. Nielsen Co., 


“These should not detract from 
television as an advertising 
medium as there is definite 
evidence that what they call 

t’ television advertising in the 
United a has been eminently 


Dr. Seed offered these obser- 
vations : 


t has been clearly demon- 
television, 


I 
strated that when 


ADVERTISER'S WEEKLY 


* Full scope for 
doomnainien 


GAMMANS CLEARS UP DOUBTS ON 


Mr. Gammans then looked to 
the future beyond the scope of 
the present Bill. He said: “In 
Band 3, which is the band they 
are going to use for these 
stations, there are only two wave- 
lengths available—and this is 
quite enough to start with for 
commercial TV, But there are 
other bands. There are Bands 
4and 5. All the difficulties with 
these have not yet been ironed 
out, but there are possibilities on 
a large scale. 

“It may be that universities, 
principalities, municipalities— 
and, indeed, newspapers—may 
like to set up a station of their 
own and combine, as has hap- 
pened in America, television 
with newspaper proprietorship.” 

What were the prospects of ad- 
vertising agents under com- 
mercial TV? “I would say they 
are excellent,” said Mr, Gam- 
mans. “I think television may 
well prove to be the most potent 
method of advertising that this 
country or the world have ever 
discovered. At first there ma 
be a certain holding back but 
am quite certain that if one ad- 
vertiser goes in on any as 
line the whole lot rush in 
quickly. 

NATURAL BREAKS 

“As you know, the Authority 
will Le to publish in advance 
its advertising rates for = 
times of the day. There is 
be no interruption of a 

except at natural 
—s ks. What I mean by a 
natural break is that if you are 
putting on a one-and-a-half-hour 
play there is a natural break that 
the B.B.C. now use to show 
a windmill going round and 
round or water going over a 
waterfall. There is no reason 
why advertising should not be 
done in these intervals. 

“My belief is that when the 


=A Gwtien anes oc 


not weaken TV 


ied with skill, can produce 
ly profitable results in the 
vertising of certain types of 


goods, 

Television is an unusually 
speculative medium in that there 
are astoun variations in the 
— enjoyed by various adver- 


"Ee of the characteristics of this 
medium is that of “cumulative 
audience,” which 
or percentage of different homes 
reached several successive 
broadcasts of a message. The 
measurement of such data is 
essential to the advertiser to 
determine the market coverage 
of his TV advertising effort. 
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ADVERTISER'S WEEKLY 


VISUAL AIDS 
APPEAL MOST 
TO WOMEN 


Advertising for women should 
be precise in regard to weights, 
sizes, colour and availability, 
said the Dowager Marchioness 
of ing, chairman of the 
W.V.S. “I believe that on the 
whole the women of England 
prefer the visual aid in the way 
of an advertisement to the purely 
display promotion, and t 
would like whatever they abso 
to be easy to take in rather than 
of a complicated make-up,” she 
added 


“Beyond any measure of doubt 
women like the advertising to 
which they a their attention 
to be gay. e women of Great 
Britain were much too sensible 
to be taken in by ‘snob value’ 
advertising. 

“By and large,” she continued, 
“they are not conscious that ad- 
vertising is a medium which 
intrudes into their lives. I think 
that most of them look upon 
ores as a form of con- 
venience for shopping or home 
reference, but not a su 
imposition, and, as an English- 
woman, I would like to see this 
as the objective of the advertis- 
ing of the country. 

“As a free people, our whole 
strength lies in recognising the 
power of the individual and his 
selectivity in every field of life 
based on the background of in- 
dividual character. If we as a 
nation were to give way to the 
pressure of an outside force, 
rather than arriving at a decision 
by our own judgment, if we 
were to live by the crowd method 
instead of by our own method 
of choice, the greatest strength 
of the nation would have _— 
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@ AA CONFERENCE—THE CHANGING PATTERN OF TRADE 


The Minister of Food, Major 
Gwilym Lloyd George, told 


in which 
Pana = for = 
.”’—had 
wAdvention’s 
eekly.” 


Sie Ge pasticcintiy cist by 
one ae ae used in the 


Minister finds title for his address 
in ‘Advertiser's Weekly’ brochure 


article by Lord Leverhulme 
— “advertising gives free- 
dom of choice to the con- 
sumer.” 


“I think this phrase will con- 
stitute a very good title for 
my address,” the Minister 
added, “because that is 
what I have been trying to 
do for the past few years.” 


No easy road to 


consumer freedom 


Major Lloyd George said the 
Government had from its outset 
kept firmly in mind the desir- 
ability of loosening up the 
national economy and introduc- 
ing freedom and competition. 

Referring to the distribution 
of food, he said there had been 
no doubt that 14 years of tight 
control had left a mark upon 
consumers, traders and producers 
alike which would have been 
almost impossible to eradicate if 
it had gone on much longer 
under a controlled economy. 

For 14 years consumers had 
grown accustomed to or 
on the ration book and 
accepting without criticism > 
demur whatever the grocer or 
the butcher passed over the 
counter to them. In this, as in 
so many spheres, the state was 
being held responsible for the 
entire machinery of distribution. 
If the housewife made a pur- 
chase with which she was dis- 
satisfied the impulse was to write 


and nothing would have 
put in its place.” 
SELLING BRITAIN 
Sir Alexander Maxwell, chair- 
man, British Travel and Holi- 
days Association, said that 
recognition of the fundamental 
part which promotion played in 
travel could be seen in the fact 
that there was no other industry 
in which so much of the market- 
ing cost was borne by the 
Government or local authorities. 
“Various American readership 
ony continually show that 
1.8. advertisements obtain 
on extremely high readership, 
and certainly the sales results in 
the number of visitors we attract 


TO OUR VISITORS 


here, and the very low number 
of complaints, seem to indicate 
their success,” he said. 

“We must not allow the trini 
of traditional British meth 
of selling—judicious understate- 
ment, calculated indifference, and 
blissful ignorance—to guide our 
national travel promotion. 
think that our campaign has 
been one of the most consistently 
successful export campaigns that 
Britain has ever carried out, 
because we attempt to see it 


through the eyes of those who 
are to be influenced by it.” 


—MAJOR LLOYD GEORGE 


to her M.P. about it and not to 
give the tradesman who supplied 
it to her a piece of her mind. 
A new generation, which had 
never known the stimulus of dis- 
criminatory shopping, was ~~ 
a considerable part 
nation’s housekeeping, p." hor] 
been brought up in an atmo- 


position 
equally serious for the traders. 
For 14 years they had not had 
to sell. They had become vir- 
tually agents of the Government 
handing out given quantities of 
a commodity which they had not 
“bought” in the accepted sense 
of the term, but which had been 
passed on to them from higher 
up the chain, and ultimately from 
the Government itself. They 
were rapidly losing the art of 
bargaining for their supplies and 
of buying in the best market. 
TIME WASTED 

Their profit margins were con- 
trolled by the Ministry of Food, 
and their spokesmen had to 
a their time haggling over 

e financial details with the 
Government accountants when 
they would normally have been 
out teaching the art of salesman- 
ship and of increasing profits 
through better service and ex- 
panding trade. 

The importers had been out 
of business for over a decade. 
A few of the best men were 
working for the Ministry buying 
on Government account, but the 
trade as a whole was losing its 
knowledge and experience of 
world market conditions, and the 
younger men were not having 
the opportunity to acquire the 
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Major Lloyd George addressing 
the conference. 


expertise which was so necessary 
in a trade of such vast dimen- 
sions, and which had an export 
of almost £100 million annually 
to its credit, excluding whisky 
and refined sugar exports. 

As for the producers both at 
home and abroad, the emphasis 
for the war post war years 
had naturally been on quantity 
rather than quality. The efficient 
somaya got no greater return 
or his labours than he who 
turned out a product which just 
met the accepted standards of 
the bulk purchase. Negotiations 
on what should have been purely 
commercial matters became be- 
devilled with other aspects both 
of trade and of international 
politics. 


‘FORGOTTEN ART’ 


The path to freedom had not 
an easy one. Fourteen 
years of fixed profits and a 
settled pattern of trade could not 
be abolished overnight. There 
were many traders, consumers 
and producers alike who had not 
only forgotten the art of trading, 
but who were not unduly anxious 
to take the risks connected with 
free enterprise. 

“I soon learnt, with Byron, 
that there were many who ‘re- 
gained their freedom with a 
sigh,’ ” said Major Lloyd George. 

Apart from this initial diffi- 
dence, however, there have been 
many serious problems to over- 
come. shape of the food 
market had changed. Two new 
factors were the rapid growth 
of the practice of taking meals 
away from home and the all- 
the-year-round consumption of 


ice cream. 
Major Lloyd Georg 


con- 


dutok “The ‘taliie is | 
more conscious of the value and 
the benefits of freedom and of 
competitive trading.” 


Head Office: MAIDSTONE 
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Yet another advertiser confirms “__—= 


—— 


nothing 
succeeds 
like.. 


Still they come, these glowing 
tributes to TV MIRROR’s amazing 


RADIO AND 
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pulling power! This time an threi, hale: . ez 
eighth-page advertisement for a I ence £9.99 wu reg 
2-guinea book, cash with order — an RADIO pr. Te ea Paid copy o hls 
acid test if ever there was one — Nao * wit, 
proves yet again the ready pT Ecce 


responsiveness and top purchasing 
power of TV MIRROR readers. A 


current sale of over 325,000, an eager, 
ever-growing family audience and 


a page rate of only £150 make this oe. 
topical and brilliant magazine 
your finest advertising investment. ; 
Book your space NOW! Ya 


LA CURRENT CALES EXCEE re ED , 325. 900 


ANA.R tery: aed ~e a er RATE 3 £150 


A. W. Burnett, Advertisement Director, 
_. The Amalgamated Press Ltd., The Fleetway House, 
Farringdon Street, E.C.4. Central 8080 
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@ AA CONFERENCE—MAINTAINING PRESTIGE AS KEY TO SALES 


An American praises British enterprise in 


dollar markets 


RISING COMPETITION EMPHASISES 
NEED FOR AGGRESSIVE SELLING 


“If you go about it the right way you can sell the 
Americans almost anything,” said Winthrop G. Brown, 
deputy to the Minister for Economic Affairs, United States 
Embassy, who electrified the Conference by citing examples 


of British enterprise in the “enormous but 


petitive American market.” 
“Ingenuity, persistence and 
drive in the service of any item 
which is, or can be made, gale- 
able, usually pays off in the 
American market,” he said. 
An increasing number of 
British manufacturers had proved 
point by their own experi- 
ence. record of British 
exporters in recent years had 
shown that good ——— 
salesmanship, imagination 
energy could make Americans 
want to buy British products, 
Mr. Brown’ gave these 


examples : 
ore the war Americans 
bought wenny A. motor-cycles 
a year from this country. To-day 
the rate is over 6,000 a year. 
British motor-cycles now account 
for more than 40 cent of all 
motor-cycle sales in the U.S. 
“Those whe are worried about 
the ‘escape clause’ in our tariff 
legislation will be interested to 
know that American manufac- 
turers pointed out the startlingly 
high percentage of the American 
market acquired by Britain and 
urged a higher protective tariff,” 
he added. 


“The request was turned down 
and the tariff has not 
raised.” 

In 1939 British bicycle exports 
to the U.S. were 8,500; last year 
they were over 400,000, 

In 1938 the total number of 
British cars sold to the U.S. was 


347, year it was over 
25,000, 

“And = of the reason is 
clearly ¢ the industry has 


shown zip and drive not only in 


the product itself 
but iy 


its promo- 
tion,” Mr. Brown 
commented. 


It was not only these big items 
which enterprising British mer- 
chants were selling successfull 
in the United States. Briti 
exporters were making headwa 
with all sorts of new lines—cras' 
helmets and potato slicers, TV 
cameras and tonic water. 

“These British industries and 
many others have shown that it 
is possible to enter the intensely 
competitive American market 
and win through,” he added. 

“It is not, of course, an easy 

, for the American consumer 
a very exacting task-master. 

He has an infinite variety of 
domestic goods from Which to 
choose. ey are presented to 
him in the most tempting and 
attractive manner, He has been 
told for years that the ‘customer 
is always right.’ He will not 
seek new products, They must 
be brought to him, indeed 
pressed upon him. 

“The figures of increased 
British exports to the U.S. and 
the examples of what indi- 
vidual British industries and 
firms have recently achieved 
in the American market point, 
I believe, an important moral 
for all British industry. It is 
this: there is still room in the 
enormous American market 
for more British goods. 

“I am sure that industries that 
have already done well there 
can do still better. I am even 
more certain that many indus- 
tries and firms which have not 
yet made a start can do so for 
their own profit and for the 
benefit of the nation as a whole. 

“It requires effort and thought 
and improved efficiency in 
domestic production to meet the 
strong competition, But as the 
trends in international trade are 
now moving, there are not going 
to be any easy markets left any- 


Mousetrap idea is out of date 


“We, in the United States, 
have lost faith in the ancient 
and comforting maxim that if 
a man builds a better mouse- 
trap the world will beat a 
path to his door,” said Mr. 
Brown. 


“We believe that so 
many people to-day are 
building so many good 


mousetraps that the world 
won't bother to come, or, 
even worse, will go to some- 
one else's door, unless we go 
out and practically drag it in 
to ours. 

“This approach produces 
business for our manufac- 
turers and a high standard of 
living for our consumers.” 


BUT—‘ We must all blow our 


national trumpet—hard’ 


British prestige suffers in our 
export markets because of our 
national habit of self-deprecia- 
tion, said Leslie » vice- 
president and joint managing 
~ General Electric Co., 


| do we always bring out 
the spots to emphasise in our 
spoken and written words, while 
our competitors enthusiastically 
trumpet their — ime in 
everything?” he asked. 

Mr. Gamage quoted this ex- 
tract from a leading journal with 
a large circulation overseas: 

‘Orders tend to be lost to 

British firms because of in- 

adequate or ineffective sales 

methods, and the inappro- 
priateness of the product, and 
over-long delivery times.’ 

“Just imagine the effect such 


“They speak for 
advertising .. .’ 


In response to many inquiries, 
ADVERTISER'S WEEKLY states that 
extra copies are available, free 
of charge, of the reprint of our 
four articles recently published 
under the heading “They Speak 
for Advertising. . . .” Any 
Publicity Club or other reader 
who wants one or more of these 
reprints should apply, in writing, 


to the Editor, ADVERTISER'S 
Weexity, 180 Fleet Street, 
London, E.C A. 


utterances must have upon an 
overseas customer. 

“Again, just a 
Chamber ff Commerce dinner, 
a noble Lord spoke as follows: 
‘In the sellers’ market of the 
post-war years, we heard too 
many complaints of rough finish 
4 downright shoddy workman- 

ip.’ 


“I have even heard Ministers 


of the Crown in public s hes 
announcing to the world that 
British quality is frequently 


faulty. And, make no mistake, 
it is to the world that these 
speeches go. You'd be sur- 
prised how much news the local 
papers carry—throughout the 
Commonwealth and in North 
America—about affairs in 
Britain. 
PRIDE JUSTIFIED 


“So I would urge with all my 
strength that on every possible 
occasion we blow our national 
ae + >» eet” 
rightly feel proud of this coun- 


be felt by every ind L. 
reflected in logins 0G 
sent overseas. It must be felt, 
above all, by people in adver- 
tising were voice 
eT hlgs 

are better,” he con- 
tinued 


al seis 


It must go forward or back. 


“And, at various 
that 


t quality, pr y timed and 
properly adapted to the needs 
and tastes of the particular 


country concerned. 
“Everywhere our advertising 


must breathe confidence and 
pride in the uct and its 
source. 


— P| | | FS 
2 try, said Mr. Gamage, but some- 
how we must get people overseas 
3 to feel that such ry is justified 
by what we could do, what we 
‘ , could turn out. That ; / 
a of gloom, for in many c 
; to-day, price being anyth 
i equal, the choice will 
3 ty British goods because 
4 quality, We still ha 
‘edge’ on the market, 
ee. must keep it sharp. We 
stand still—no busine 
9 OFF-DUTY INTERV “Nothing is good enough for 
~ British brains and British work- 
= a. but the best. That 
ae ; —_ ae must the measure of our 
oe ae oe 2% : pride—for everyone, all along 
a ' a ' 4 the line. 
a 4 ey x Bi an a —_—_—_—_—_—_—_—— a es =n advertising. 
ey i - Packaging, posters, press adver- 
P “ . Se where. ; i 
sae De a : tisements, literature, all must be 
Pig Be, Tee” ag ne 2 Pg a pa ood—by good I mean of the 
a: = competition is the unbeatable 
& ee ae combination of high productivity 
ae a and aggressive salesmanship. 
She a. ae High productivity is essential to 
i) Be produce quality goods at low 
os | BEAT prices; aggressive selling (0 keep 
Se of rising competition. 
ae 
| th : a eb oa /~ | ia =e. oa ; 
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royds 


SAY IT AGAIN 


“It is our belief that the character and class appeal of the 
product must determine the style of the advertising. This is what we 
mean when we talk about catching the spirit of the product. Our function 
is to express the selling policy of the manufacturers we serve, rather than 
to indulge in art or literary self-expression. We believe that an advertise- 
ment is weakened if the personality of the advertising agent is permitted 
to obtrude itself between the product and the public. 


“More often than not, simplicity is to be preferred to 
eccentricity; the familiar is to be preferred to the novel. A plain tale, 
well told and clearly illustrated, may have few conscious admirers, It 
may not be discussed in Fleet Street. It may not set the Thames on fire. 
But it has an excellent chance of selling the goods.” 


Our method of procedure? 


ADVERTISING AND MARKETING AT HOME & OVERSEAS - RADIO & TV - 


“We become an integral 
part of the Sales Organisation of 
the firm we agree to serve, work- 
ing in harmony with it, assisting 
in the successful development of 
the policy. If we were entrusted 
with your advertising, we should 
first confer with you to check our 
preconceived ideas about your 
product against your experience, 
and secure an independent view- 
point on your selling problems 


through contact with your distri- 
bution channels. 

“Then, having gained a 
broad understanding of your re- 
quirements, a marketing expert, 
a writer and an artist would visit 
your works to meet your sales 
executives to interchange views 
and to study your past activity. 
Very often manufacturing pro- 
cesses reveal unsuspected selling 
points.” 

—from “ A Viewpoint” published 1929 


Royds said this twenty-five years ago. And every word of it stands. 


G.S. ROYDS LTD - Incorporated Practitioners in Advertising 
160 Piccadilly - W1 - Hyde Park 8238 
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THE SOCIAL SIDE AT BOURNEMOUTH 


CONFERENCE SPOTLIGHT 


Above and below: Interested 
groups watching the cabaret. 


Guest of honour at the 2ist 

birthday poy the Royal Bath 

Hotel saturday night was 
Jean Evans, 

Mrs, Evans was chosen as “Miss 
Advertising” by the Bournemouth 
Daily Echo, who > a local girl 
who was 21 on aoa © 

An attractive figure in white, 
Mrs, Evans was given an enthusi- 
astic reception on her arrival at the 

rty. She was escorted by C. F. 
Carr, general manager and editor- 
in-chief, Southern Howepapers Ltd., 
and Mrs. Carr, and D. A, Gleave, 
manager, Bournemouth Daily Echo. 

Through the ballroom on the way 
to cut the birthday cake she was 
accompanied amid cheers and ap- 
plause by Norman Moore, presi- 
dent of the Association, and G,. P. 
Simon, chairman of the conference. 

Cheers were renewed and in- 
creased as Mrs. Evans, smiling 
happily, blew out the candles. 

An attractive cabaret, which was 
arranged by the Association, was 
ees by the Bournemouth 


imes 

The plastic beauty travel cases 
were given by George Newnes Lid. 
in cuntunetion with Yardley & Co., 
Ltd., and the brandy, by Martell’s 
through their advertising agents, 
G. Street & Co., Ltd. 


Midnight laughs 


ng eepertiatly enough i Brian 

started his Conference 
ag with a story about speeding. 
Mr. McCabe was a speed-merchant 
himself. For five years an ath 
of international repute, he was a 
finalist in the 800 — at the 
Olympic Games at Be 

ae a r 


Over 100 Conference delegates 
visited Southampton as guests of 
Southern Newspapers Lid. After 
being shown over the Ocean Ter- 
minal t were entertained to tea 
at the anim by the Mayor (Ald. 
Mrs. V. 


. King). 

y Wd, “those with the Mayoral 
party were C. F. Carr, general 
manager and _ editor-in-chief of 
Southern Newspapers Ltd.; 
Douglas . manager of the 
Bournemouth pa Echo, and Mrs. 
Gleave; G. W. O'Connor, assistant 
editor of the A Daily Echo; 
R. E. Baker, advertisement man- 
ager- 3 5 4 A _ ree 
papers Lid.; arjorie en- 
moth and Miss Vivienne Wright, 
resident and treasurer of the 
onan Advertising Club of 

ion. 


Fish out of water 


Harold Fish, who played so 
prominent a part on the social om, 
arrived at urnemouth on 
Wednesday. 

Ae :, * announced briskly to 
otel receptionist. 

“Through the far door,” she 
answered. 

Thinking he had been misunder- 
stood he tried —. 

“My name is Fish,” he said. 

“Oh, sorry,” she replied. “I 
thought you were here for the fish 
conference. It’s on in there.” 

ok ok ok 

The 2ist Conference had especial 
interest for H. J. Bradshaw, one 
of the Advertising Association's 
“backroom boys.” “Joe,” whose 
= greeting sees the start of the 

onference for many delegates as 
they register, has been with the 
Advertising Association for 21! 
years, 

ok ok ae 

Things we are keeping dark: 

Who was playing cricket in an 
hotel corridor at 4 a.m. 


* 
parties to which many 
oy Fm were invited were 
Pearl & Dean, the News 
Time-Life and others. 


At the midnight matinée when the J. Arthur Rank Organisation 
screened “Doctor in the House.” 


The golfers arrive. 


Left to right: John Rosswick, Stuart Mander, 


George Houghton, George Dunbar and Harold Fish. 


On the green: Norman Moore, George Simon, J. L. Verrinder and 
ike Masius. 


J. E. Ortton receiving from the Mayor of Bournemouth the prize he 
won in the golf competition i aff - tam ee with John Sime. Norman 


Moore, president of the Adv 


ertising Association, looks on. 


GREAT DAY FOR THE GOLFERS 


In bright sunshine, over 36 dele- 
gates played golf at Meyrick Park, 
as the guests of the Bournemouth 
Corporation, 

The morning round, a four-ball 

ey competition, was won by 

} 2 Ortton of Sheffield and John 
Sime (Business Publications), with 
a combined score of 4 up on bogey 
—an excellent score for strangers to 
Meyrick Park course, which was in 
fine condition after the rain. 
The greens were a BP to putt on. 

, ERED, 

tied with. George 

Dobos ho a eet Glanvill Benn with 3 
H. Ducat and Ron 


Barney 

with 2 up 

lace. The latter won on 
p peens 9 holes. 

e ladies’ morning prize was 

won by Ge f poecieats wife, Mrs. 


c 
for third 
the secon 


At fone in "in the portion, Som 
captain of day, thanked 
the Bournemouth Golf Club for 
their hospitality. 


Leo O'Farrell, Stuart Mander 
and K. McDowall. 
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The Sunday Pictorial, with an average net 

sale of 5,373,027 goes into every third 

home in Great Britain. It is read by 

every adult member of the family during Sunday's 

hours of leisure. It is read at breakfast, 

during the morning, after lunch and in the rea qd y t h e 
evening. Advertisements are seen again and 


again on the best advertising day of the week. 


Sunday Pictorial 


In an age of rising prices the Sunday Pictorial 
scores where cost of space is concerned too. 
Compared with 1939 its square inch per 
every week 


thousand rate has increased much less than that 


of any other Sunday national newspaper. 
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CONTROVERSY: This week the subject is 
market research, and the point at issue— 


May 13, 1954 


Is ‘depth’ research a white elephant ? 


STANLEY ORWELL, of Research Services Ltd., says: “One 
to advertising until research came along, Imagination is still i 


NOWADAYS the great com- 
mercial companies find 
themselves more and more 
deeply involved in studying 
the tastes of the millions to 
whom they advertise. Straight- 
forward market research gives 
the facts and figures, who buys 
what, when and how often, but 
sometimes leaves loose ends 
and confusion where there 
ought to be an answer to the 
question Why? 

Let us take as an example a 
recent survey, real or imaginary, 
about toilet soaps. Women were 
asked why they chose a particu- 
lar brand of toilet soap and their 


replies were afterwards tabulated 
as follows: 
Kind to th skin WARE 4 
Like the perfume . i »s = 
a well ~ en és 4 
Bought “jus for a change” . 0 
100 


A table like this raises more 
uestions than it answers. Do 
70 per cent of women who 
fail to mention perfume really 
attach no importance to the 
perfume of this soap? (Similarly, 
what about the women who fail 
to mention effect on the skin or 
lather?) Do women who stress 
that the soap is kind to the skin 
worry about skin troubles? Are 
these same women antagonistic 
to a strong or lasting perfume? 
What significance is one to 
attach to the fact that no one 
mentions the influence of adver- 
tising? Do the women who 
admit they bought the soap “just 
for a change” really speak for a 
greater number? 

Not all such questions can be 
answered simply by making the 
questionnaire more complex. 

Other kinds of motivation 
ee oy may be difficult to 

ndle by the ordinary question- 
naire technique, especially those 


“Transportation advert! 


that relate to new products. 


People’s natural conservatism, 
their reluctance to accept new 
things, may completely vitiate 
an inquiry that relies on the 
simple “Would you buy this?” 
approach. It is necessary to find 
what lies beyond initial resist- 
ance. 

With such problems in mind 
the management of modern 
business and their counterparts 
in the advertising agencies have 
turned to psychology in the hope 
of finding the answers, When, 
30 years ago, advertising first 
noticed psychology growing up 
beside it the J. Walter Thompson 
Company in America took the 
bold step of ——' on to its 
board Professor J. B. Watson. 
Watson was pre-eminent among 
American psychologists of the 
show-the-dog -a-bone-and-see-its- 
mouth-water school whose 
simple ideas tuned in with the 
easy optimism of the '20s. Now, 
a generation later, interest has 
swung over to the subtler forms 


of psychology that draw their 
inspiration from the work of 
Freud. 

Of course, there are those 


who would like to abandon all 
this psychological subtlety and 
hack a straight path through to 
the effect of advertising on sales. 
The trouble they face is that 
except under very rare condi- 
tions it needs the skill of a 
diviner to teli whether sales 
have been pushed up or down 
by advertising or by other 
factors, Besides this still 
leaves unanswered the question 
Why? and the wrong conclu- 
sions may be drawn. 


A true picture 

But can one ever hope to get 
a true picture of what goes on 
in people’s minds before they 
make a purchase? This question 
in one form or another has been 
shot across many executive 
desks. I think the real question 


sometimes hears it 
indispensable but it needs to 
than old ideas rehashed over the office stove.” 


gine * 


for advertising is not “Can we 
evér get a true picture?” but 
“Can we afford not to try and 
get one?” 

In fact, some valuable work 
has been done in studies that 
have harmonised psychology 
with the needs of advertising. 
Thus research by Ernest Dichter 
for the Chrysler Corporation in 
America led to the successful 
launching of the Plymouth car 
with advertising that gave buyers 
a feeling of security in changing 
to an unfamiliar model. Other 
research by Dr. Dichter has 
covered fields as wide apart as 
cutting turnover in the member- 
ship of book clubs, popularisin 
air travel, the encouragement o 
tea-drinking in American homes 
and the intriguing problem of 
diagnosing bad prospects for 
loan companies. 

The American field provides 
many other examples. A piece 
of qualitative research for Time 
magazine gave useful editorial 

idance on the kind of satis- 
actions that readers get from 
the paper. A study on linoleum 
rugs showed that while most 
housewives said initially that 
they went for colour and design 
and not for brand in fact only 
three out of 10 were not brand 
conscious. 


Pointers for advertising 


A recent series of studies 


cigarettes and cars. 
With regard to beer, for instance, 
the results indicated that the 
sexiness and snob appeal of 
some advertising did more harm 
than good. 

Products that arouse a high 
degree of prejudice, such as pre- 

red coffees and margarine 
ave been made the rubject of 
much intensive research. The 
following quotation comes from 
a long interview on o_o 
in which the housewife finally 


used to be indispensable 


got round to discussing a certain. 


“There was a man who is 
in the wholesale butter and 
cheese business at the table and 
he said, ‘I shouldn't be saying 
this, but I don't think any of 
you could tell the difference in 
a blind-fold test between butter 
and margarine, and if you did 
like one better it would prob- 
ably be the margarine.’” 

But what did that make her 
feel about margarine v. butter? 


“I felt that if a reliable man 
in the butter business said 
that, my faith in butter was 
shaken. I felt that when I 
buy butter now, I would only 
buy brands I know—like B— 
and A—. If you can't tell 
the difference I wouldn't trust 
a new manufacturer. I 
wouldn't take butter that is a 
little cheaper.” 

An interview like this digs 
deep into individual opinions, 
although it has to be placed in 
the context of interviews with 
other housewives for its import- 


, ance to be stressed. 


While all this activity has 
one on in the United States, in 

ritain, on the other hand, 
depth research has hugged the 
shore, held back by the fear of 
venturing too far. 

“Practical commonsense” may 
make us over-cautious as we 
stand on the beach and try the 
water with our toes. Will not 
research dive very deep and 
come up very muddy? Since no 
two humans are the same, is 
there not a danger of bringing 
up old boots that fit only the 
feet they were made for? Such 
doubts are not unfounded, but 
they argue for 2 working partner- 
ship between research and ad- 
vertising, instead of the present 
half-heartedness that keeps re- 
search at arm’s length. 


@ Continued on page 322 
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ir Commandant Dame Felicity 

Peake learned to pilot a ‘plane in 
1937, and in 1939 joined the service 
which later became the W.A.A.P. 
She was the first woman to be ap- 
pointed M.B.E. (Military Division), 
for gallantry when Biggin Hill was 
bombed in 1940. Director of the 
W.A.A.F. from 1946 to 1949, and of 
the W.R.A.F. from 1949 until her 
retirement the following year. Hon- 
orary A.D.C. to King George VI. 
Now an executive director of the 
family brewery and a Governor of the 
London Hospital. In 1952 she married 
a Vice-Chairman of one of the ‘ big 
five’ banks. Divides her time between 
an office in the City, a small house in 
Mayfair and a farm in Oxfordshire. 


‘My Daily Mail by DAME FELICITY PEAKE 


“J LIKE THE DAILY MAIL because it is written for 

I women as well as for men, and those features 
which are of special interest to women are just as well 
composed as the rest of the paper. 

The print is good and easy to read and the 
photographs are reproduced so clearly. The news is 
not distorted and the headings avoid sensationalism. 

I’ve spent a good many years in uniform but I 
am, nevertheless, very interested in fashion. Iris 
Ashley is one of the best fashion writers I know. 


And her articles gain a lot from those delightful 
drawings by Francis Marshall. 

I seldom go to a cinema or a theatre, so when 
I do I like to think there is a good chance that I shall 
enjoy what I see. I find the Daily Mail reviews most 
helpful when I’m making up my mind. They hardly 
ever give a false impression and they’re most enjoyable 
to read. 

In fact, I like my Daily Mail and wish it well on 
its way.” 
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AUTOTYPE 


says 


‘Thank You 


E thank all friends both old 
and new who came to us for 
enlargements and transparen- 


cies in colour and monochrome for 
incorporating in their B.1.F. stands. 


We did more work this year than 
ever before, the result of one recom- 
mendation after another. Quality 
work and helpful service certainly 
tell. Again many thanks. 


If you have not dealt with us as yet 
and if you are the sort of person who 
demands the best we would repeat that 


most of the really 
good enlargements 
are made by 


AUTOTYPE 


% 


An illustrated folder “ Are you interested in 
giants ?", and the Autotype Price List can be 
on your desk tomorrow if you ask your 
secretary to phone EALing 2691 today. 


THE AUTOTYPE COMPANY LIMITED 
BROWNLOW ROAD, WEST EALING, LONDON, W.13 
EALing 2691-2-3 
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© THE VALUE OF “DEPTH” RESEARCH -continued 


| Let us be clear that psycho- 
logical training of a high order 
is needed to get at the root of 
opinions. Anyone with reason- 
able intelligence and an orderly 
mind can cross-examine people 
about their actions. But when 
| we are dealing with opinions, 
which follow their own peculiar 
logic, the same approach may 
lead us hopelessly astray. 

What psychology has to offer 
is a knowledge of what to ask 
people, a way of getting them 
to talk and a way of interpreting 
what they say. The knowledge 
of what to ask and how to inter- 
pret the results can only be 
| acquired by professional train- 
ing as a psychologist. In no 
field of study is it truer that “a 
little learning is a dangerous 
thing.” The actual process of 
| interviewing or testing also calls 
for psychological training, though 
possibly of a less rigorous kind, 


Psychiatric techniques 


It was Carl Rogers in the 
U.S.A, who first publicised the 
use of psychiatric techniques for 
social research in the early 1940s 
under the name “non-directive 
interviewing.” The interviews 
were “non-directive” in the sense 
that the respondent could take 
| the bit between his teeth and 
lead the interview along his own 
line of thought. Since then 
social scientists have varied in 
the amount of direction they 
| have imposed and have tried 

some new angles, among them 
| the “focused” interview devel- 
oped by Kobert K. Merton. 
Merton set out to isolate the 
impact of heavy bursts of adver- 
tising, for example a drive to 
sell war bonds over the radio, 
and his interviews took people 
back step-by-step to the time of 
| the original experience. 

Getting people to “cast their 


| minds back” is essential when 
studying motivation. Take, for 
instance, a housewife who is 


interviewed some time after she 
has bought a new vacuum 
cleaner. In the meantime she 
has made the discovery that it 
is better for cleaning upholstery 
than the machine she had before. 
If not interviewed patiently and 
made to think back to the 
original purchase she may give 
her chance discovery as_ the 
main reason for choosing the 
model, instead of, say, cost and 
appearance, which weighed more 
heavily with her at the time. 


Intensive interviewing 


Other psychological techniques 
have been used to support inten- 
sive interviewing. The three 
studies mentioned above for the 
Chicago Tribune’ on beer, 
cigarettes and cars, made use of 
projective techniques, including 
the “Thematic apperception 
test.” In this test people are 
shown pictures and asked to spin 
stories around them. The 
pictures are deliberately vague, 
so that people “project” unwit- 
tingly their own ideas into them. 
In another technique—and one 
that is easier to apply to a 
variety of products—people are 
asked to criticise advertisements 
as a stimulus to get them talk- 
ing about tie product. Some- 
times one finds it possible to use 
a very simple and direct ap- 
proach. In a piece of research 
on what might appear to be a 
very tricky subject, the attitude 
of civilians to recruitment of one 
of the armed services, I was able 
to use a formal questionnaire in 
the main study. 

Intelligently handled, depth 
research can provide a wealth of 
human material to draw upon. 
One sometimes hears it said that 
imagination used to be indis- 
pensable to advertising until re- 
search came along. Imagination 
is still indispensable but it needs 
to be fed with something more 
nourishing than old ideas re- 
hashed over the office stove. 


| Pav BROOK 


window. 


“shortwaisiers” were featured recently in a Jay's 
The dressmaker forms which made the centre display 


clearly showed the story and the difference in proportioning between 
| average sizing and short waist sizing. 
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Expansion at Masius @ Fergusson 


* * * 


THREE DEPARTMENTS MOVE TO PICCADILLY 


For several years our business has been steadily increasing. 
As a result we have had to take new offices for three of our departments 
— Media, Research and Accounts. They now occupy floors 1 to 4 at 169, Piccadilly. 
Correspondence for these three departments should be addressed to 
169, Piccadilly, W.1. The telephone number for all 


departments is still GROsvenor 4774. 


MASIUS & FERGUSSON LIMITED 
40, Berkeley Square, W.1 
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Advertising Case History-49 


How the nation was urged 
to scrape up the scrap 


A widespread, vigorous and idea-packed 


collect steel scrap was 


advertising 
by the industry in this country 


sponsored 
and the results were highly gratifying. An account of the drive 
is given here, 


HE story of the highly suc- 

cessful steel scrap drive has 
been briefly recorded in an 
illustrated booklet The Immor- 
tality of Steel, published by 
the British Iron and Steel 
Federation. 

The importance of scrap in 
the nation’s economy is indi- 
cated by the fact that last year 
13.5 million tons were in 
the production of 33 million 
tons of iron, pig iron, iron cast- 
ings and steel. About 10 mil- 
lion tons of scrap were remeltéd 
with pig iron to make about 
17.5 chiflion tons of steel. 

In the spring of 1948, a 
national survey and scrap drive 
was organised by the British Iron 
and Steel Federation with the 
co-operation of the National 
Federation of Scrap Iron, Steel 
and Metal Merchants, to help 
maintain steel output. An in- 
flux of imported scrap in the 


The public respond to good advertising 
display - our clients are proving it daily. _..- 


Try us out with your next screen-printing 
order - our work is unsurpassed’in quality 


py yes enabled the short- 
ages to overcome temporarily 
and the drive was discontinued 
in December, 1949. It was re- 
started at the end of 1950. In 
January, 1952, scrap stocks at 
steelworks had been reduced to 
a dangerously low level and the 
drive was intensified. The aim 
was to scour the country and 
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bring in any dormant scrap 
which was lying in out of the 
way places and the collection of 
which for one reason or another 
could not be undertaken by 
merchants in the course of their 
normal trading. 

Every available source of scrap 
had to be exploited. 

With a view to getting as 
much on-the-spot co-operation as 
possible, 11 joint district scrap 
committees were appointed and 
these covered the whole of 
Britain. The advantages of 
having these regional committees 
were soon proved. They knew 
local conditions; they knew 
where scrap was likely to be; 
they knew exactly how to set 
about getting it—and they got 
it 


“They contacted manufacturers 
and urged them to part with their 
scrap. 


They scoured their 


One of the “Jack Scrap” posters issued by the British Iron and Steel 
Federation during the course of the campaign. 


and our prices competitive. 


*.to Priestleys 

with your problems in Display. 

Experience does count and we have over thirty 

years of point of sale advertising knowledge 

to offer. But we are up to the minute with 
new materials — new ideas — new presentation. "., 


~~~ 


Britain is now compara- 
tively clear of much recover-| 
able scrap which was lying 
uncollected before the cam- 
paign was launched. During 
the steel scrap drive every 
possible source was exploited 
and made to yield its quota: 
‘and in this the drive served 
its purpose. Stocks of scrap 
are now up 50 per cent; the 
steel industry has been tided 
over a difficult supply period, 
and with rapidly expanding 
pig iron production, the 
}pressure is relieved. The 
miracle was that something 
like one and a half million 
¢tons of extra scrap should} 
have been recovered in the 
course of three years. 


4 Perhaps miracle is not} 
{the word. 
, This im ive achieve- 


ment was the result of enter- ; 
‘ wer imagination, sheer? 

rd work and above all the ‘ 
establishment of personal) 
contacts by the many and? 
varied individuals and { 
authorities who carried out, 


the steel scrap drive. 4 


allotted areas, seeking scrap 
which had been dumped and for- 
otten. They persuaded many 


ocal authorities to hold house- 
hold scrap drives and stimulated 


@ Continued on page 326 


This display, screen-printed in seven colours, was 
produced in quantity for B.O.A.C. from their drawings. 
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© THE SCRAP 


Mr. ECHO was glad 


to meet the 
Conference Delegates 


at BOURNEMOUTH 


Southern Newspapers Ltd., whose friendly 
mascot is Mr. Echo, hopes that every delegate 
has returned reinvigorated by visiting the love- 
liest of holiday towns and by the speeches and 
debates which this issue of the “Advertiser’s 
Weekly” records, 


Just as advertising is the Key to the Future, so the 
three evening newspapers of the Southern Newspapers 
Family are the keys to effective selling in the South. 


Head Office: RICHMOND HILL, BOURNEMOUTH 
Telephone 3000 


Bournemouth, Britain’s wealthiest seaside resort, is 
adjoined by Poole to the west and Christchurch to the 
east. The “Bournemouth Daily Echo” serves this 
vast and highly diversified conurbation as well as an im- 
portant hinterland in west Hampshire and east Dorset. 


SOUTHERN DAILY ECHO 


Head Office: PORTLAND STREET, SOUTHAMPTON 
Telephone 27272 


The oldest member of the Southern Newspapers Family. 
Published in Britain’s premier passenger port with its 
varied and ever-growing industries, the “ Southern 
Daily Echo” circulates throughout a large part of 
Hampshire, Wiltshire and the Isle of Wight. ies area 
includes the cathedral cities of Winchester and Salisbury 
and many other important centres of population. 


DORSET DAILY ECHO 


Head Office: ST. THOMAS STREET, WEYMOUTH 
Telephone 804 


The “Dorset Daily Echo” provides the County of 
Dorset with an unsurpassed news service. Weymouth 
is a favoured holiday resort and port ; nearby Portland 
with its famous stone quarries is also the base of the 
Home Fleet. Inland is Dorchester, the County Town. 
The “Dorset Daily Echo” serves \them all as well as 
the many smaller towns in this prosperous farming area. 


Inquiries regarding rates and further particulars regarding “—- 
will gladly t 


given on application to the respective offices, to 


Head Office : 


SOUTHERN NEWSPAPERS Ltd. 
PORTLAND ST., SOUTHAMPTON 


or to the 


London Office: 69 FLEET ST., E.C.4 
Telephone CENtval 4352 


BOURNEMOUTH DAILY ECHO 


CAMPAIGN 


=continued 


There was a con- 
centrated drive to 
collect farm scrap; 
a drive in which 
the National Far- 
mers Union gave 
invaluable _ assist- 
ance. In June, 
207,000 prepaid 
postcards were 
sent out to all 
farmer members of 
the N.P.U. through 
their journal the 
“British Farmer.” 
They invited far- 
mers to report any 
available scrap 
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HIDING] 


~=al'’ 
es | 
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alias JACK SCRAP 


(may LURK UROER DARK WEDGES 
OR 1 DARK CORNERS OF BARNS) 


AAMERS! urn” 


and offered pay- 

ment at the rate of d 

£3 per ton. Asa Wh SCRAP ROW an 

direct result of this x0 Drive 

effort, more than | the Scrap 

3,200 tons of scrap and he p \ 

were reported and iV 

collected by mer- hiv i a : 

chants. a + debe 

public interest in every possible said. The scrap was indeed 

way. They arranged the collec- turned in. 

= of scrap ~_ = 8 yee 

through the county branches o! 

the National — Pan ne Pointed appeal 

and from nationalised industries . 

through the regional offices. ant on a a yt ge 
The committees were helped — eA ° 


in their task by an intensive in- 
formation campaign; a cam- 
paign which brought home to 
everyone the vital importance of 
scrap, not only to the steel in- 
dustry, but to the whole nation. 
Everyone became “scrap-con- 
scious.” 

It ranged from door-to-door 
appeals to large poster adver- 
tisements. Press advertisements, 
exhibitions, films, window dis- 
plays, leaflets, banners, posters 
and loud-speaker vans were used 
to bring home the facts to every- 
one. 

In London and the Home 
Counties, 38 concentrated drives 
and 17 “poster” drives were held 
during 1952 and produced over 
3,500 tons of scrap. 


Record business 


From the 260 towns represent- 
ing a population of about 17 
million in which “civic” drives 
were held during the campaign 
a total of 16,670 tons was 
collected. Just as important as 
the scrap directly edliosed was 
the fact that these towns became 
intensely conscious of the im- 
portance of scrap, and _ the 
“tattermen” with their pony-carts 
reported record business before, 
during and after the drives. 

One of the most popular of 
the long series of “Jack Scrap” 
advertisements was the “Wanted” 
notice, but the figure appeared 
in all sorts of papers, in all sorts 
of places, asiuiies to farmers, 
motor traders and manufacturers 
of every sort, to everyone who 
used steel and had scrap. “Round 
up your scrap and turn it in,” he 


back seat and the appeal became 
more inted. Spanner-headed 
men asked, “Are you the spanner 
in the works?” They told the 
story of the shortage of steel 
because of the shortage of scrap. 

To support the household 
drives, 2,719,000 pamphlets and 
79,719 posters had been provided 
by the end of 1952. 

Four films were made, all deal- 
ing with different aspects of the 
same problem—the quick and 
efficient recovery of scrap. One 
of them, “The House that Jack 
Built,” was a colour cartoon 
featuring “Jack Scrap.” Another, 
“New For Old,” graphically 
pointed out that even during the 
desert campaign of 1942, time 
was found to collect, sort and 
despatch damaged equipment. 

hese films were widely shown 
in factories, canteens and to the 
Services. They played a specially 
valuable part during the local 
household drives. 

In 1952, special exhibits were 
arranged at the British Industries 
Fair, the Public Works Exhibi- 
tion and at the Institute of 
Public Cleansing Conference. 
These attracted the attention of 
many industrialists and Local 
Authorities, aroused interest— 
and brought action. 

Early that year an appeal was 
broadcast by the Minister of 
Supply, and the B.B.C. gave its 
support to the drive in regional 
programmes. This combined 
effort brought in reports of 
scrap and offers of co-operation 
from all over Britain. Displays 
were arranged in 40 windows in 
urban centres, made available by 
the National Savings movement. 
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You cannot cover the North West 
without the 


DAILY DISPATCH 


73% solus readership 600,000 solus readers 


The Daily Dispatch has the highest solus readership of any | Analysis of Daily Dispatch circulation and 
morning paper in the North West. Here, 73°, Daily Dispatch | solus readership in the North West shows that 
readers read no other morning paper. The Daily Dispatch sells | more than 600,000 people read no other 
more copies every day than any other daily paper published | morning paper. That’s the market you lose if 
wholly outside London — more than 450,000 copies per issue. | you exclude the Daily Dispatch from your 
schedule. 


. . And every day more and more readers join 
Second highest readership those 600,000. The Daily Dispatch is making 
of any morning paper a tremendous advance. Look at these audited 


and certified figures : 
94°, of the North of England readership of the Daily Dispatch 
is in the rich, closely populated North Western Region of he 
Lancashire and Cheshire. The Kemsley Report reveals that the JULY - DEGAESEE (2952 
Daily Dispatch has the second highest readership of any morning 
paper in the area. This represents an immense market. You can 436,722 
reach it only through the Daily Dispatch. 
JANUARY -JUNE 1953 


Goodwill for advertisers 437.429 
’ 


The Daily Dispatch has something more than “ National ” 
status in the North West. It commands the special goodwill of 
its readers. Why? Because the Daily Dispatch is a North-country JULY - DECEMBER 1953 
published paper. The traditional loyalty of the Northerner does 4 50 8 53 
the rest. And this is important; goodwill for the Daily Dispatch + 

means goodwill for the advertisers who use it. 


For detailed facts, figures and analyses, read 


THE KEMSLEY REPORT 


on newspaper readership in the North of England 


Available on request to the Advertisement Director, Kemsley Newspapers Ltd., or to C. P. Hannigan, 
Advertisement Manager, Daily Dispatch, Kemsley House, London, W.C.1. 
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INE MOST IMPORTANT 
GROUP OF 
PUBLICATION 


IN CANADA 


BUSINESS NEWSPAPERS 
The Financial Post 

Bus and Truck Transport 
Canadian Advertising 
Canadian Aviation 
Canadian Automotive Trade 
Canadian Grocer 


Canadian Hotel Review 
and Restaurant 


Canadian Machinery and 
Manufacturing News 

Canadian Paint and Varnish 
Magazine 

Canadian Packaging 

Canadian Printer and 
Publisher 


Canadian Shipping and 
Marine Engineering 
News 


Canadian Stationer and 


i 
| 
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Favoured position for UK 


in a competitive market 


The existing restrictions upon the import of goods into Pakistan 
may be eased in the near future. Competition for the wider 
market is then bound to be intense. 


RITISH traders are still in 

a favourable position in 
Pakistan, despite the. serious 
restrictions upon imports, be- 
cause of the long association 
they have had with the mar- 
ket. It will, however, be a 
fight to maintain this favour- 


_ able position. 


This situation has, in fact, 


| been very recently underscored 


by The Times correspondent 
writing from Karachi. “British 


| manufacturers,” he has written, 
| “must show the same initiative 
| and drive and offer the same 
| facilities as their competitors. 


The Germans have been very 
active and pursue their cus- 


| tomers by the supply of spare 


arts and technical assistance. 
t is often commented here that 
British exporters have not yet 


| realised that times have changed 


Office Equipment Buyer 


Canadian Trade Abroad 

Civic Administration 

Drug Merchandising 

Electrical Contractor of 
Canada 


Fountains in Canada 
General Merchant of Canada 


Hardware and Metal and 
Electrical Dealer 


L’ Epicier 
Le Prix Courant 
Men's Wear of Canada 


Modern Power and 
Engineering 


Painting and Decorating 
Contractor 


Plant Administration 


Sanitary Engineer, Plumber 
and Steamfitter 


Style 


SEMI ANNUALS 
Canadian Bride 


Book of Homes and 
Home Decoration 


ALL PUBLISHED IN CANADA BY 


Maclean-Hunter 
ase rae, Ba ai ; ‘ : bee 


For Canadian market data and information apply to— 
MACLEAN-HUNTER LTD., Wellington House, 125/130 Strand, London, W.C.2 
Temple Bar 1616/7 


and that they have to face 
severe competition.” 


Extended credit terms 


Competitors in other countries 
are prepared to offer capital 
goods to Pakistan on extended 
credit terms. While some United 
Kingdom companies are willing 


| to transact business along such 


lines there are many who are 
not keen. The question is 
whether the reluctant companies 
will not experience adverse 
effects from this shyness to do 
business the Pakistan way. 

What kinds of goods are 
wanted from Britain in Pakistan? 

The question rather is “What 
kinds of goods can squeeze 
through the import barriers 
raised by the Pakistan Govern- 
ment in the cause of safeguard- 
eS nation’s currency?” 

hen he turned his attention 
to that matter The Times corre- 
spondent gave a short answer: 
“Britain's best export prospects 
to Pakistan lie in the field of 
capital plant and machinery.” 
From a reliable Pakistan source 
ADVERTISER'S WeexLy has been 
left in no doubt as to the 
accuracy of that verdict. The 
public demand is certainly pre- 
sent for British consumer goods 
and an advertisement for a 
known product of quality means 
a flood of orders so that the 
stocks within the country are 
rapidly exhausted. 

The defeat of the Government 
in East Pakistan has been attri- 
buted by a number of on-the- 
spot newspapers to the dearth of 
consumer goods. And because 
Pakistan at present manufactures 
but a small percentage of the 
consumer goods needed by the 
population (76 million; 33.5 


million in West Pakistan and 
42.5 million in East Pakistan) 
this dearth is largely the out- 
come of the import restrictions. 

There are some signs that the 
position may be easing and be- 
cause of the intense competition 
that is certain to start up the 
moment the restrictions are re- 
laxed, exporters and advertisers 
at all interested in the market 
should be ready with their plans. 

The total private account 
import figure of Pakistan de- 
clined from about £215 million 
in 1951-52 to little over £100 
million in 1952-53. Britain's 
exports to Pakistan were natur- 
ally affected, but, according to 
The Times correspondent, “it is 
encouraging that her share of 


trade (20 per cent in 1951-52 
and 30 per cent the following 
year) was improved. 

“This position,” he has con- 
cluded, “may be difficult to main- 
tain in view of energetic foreign 
competition from Germany and 
Japan. Foreign manufacturers 
have often secured important 
contracts because they have 
offered favourable prices and 
short delivery dates, while U.K. 
manufacturers have frequently 
lost business for these reasons 
and for non-adherence to pro- 
mised delivery dates.” 

In considering Pakistan as a 
market, one has to bear in mind 
the fundamental fact that Pakis- 
tan is primarily an agricultural 
country with 85 per cent of her 
population dependent on agri- 
culture and allied industries. 

Her importance to the Com- 
monwealth and the world trade 
lies in the fact that she produces 
and exports a number of valuable 
raw materials. The most im- 
portant among them are jute and 
cotton. In raw jute, Pakistan 
has enjoyed a virtual monopoly 
of exports, particularly the top 
grade fibre. She is the second 
largest producer of raw cotton 
in the Commonwealth and eighth 
in the world. Although Pakistan 
started less than seven years ago 
as primarily an agricultural 
country, and even now is far 
from being industrialised, con- 
siderable progress has been made 
in the development of industries, 
particularly textile industry. 
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Overseas buyers wishing to contact British 


7 
sources of supply consult the FBI REGISTER OF __ is drawn to them every time the book is consulted. sag ft 
British MANUFACTURERS. Its complete, concise In addition to extensive usage by the aia 
and accurate information saves time, produces world’s buyers and importers, the carefully 7 


practical answers to the daily problems of buying 
and selling. Buyers, often thousands of miles 
from Britain, want to SEE what they are buying. 
This is where the ReGister’s Advertisement 
Section is so valuable... why, in providing 
illustrations and extra details, it does so much 
to encourage sales. Advertiséments secure 
constant attention —a comprehensive system of 
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cross references ensuring that the user’s attention 


planned distribution of the 1955 FBI ReGisTER 
will include British and Foreign Commiercial 
Attachés, Trade Commissioners, Chambers of 
Commerce and other trade promotion centres, 
the technical libraries of many countries, and on 
board ships serving principal trade routes. Sell 
to the world through the advertisement pages of 
the 1955 FBI ReGIsTer. 


ei 
¥ 


gas : 
: Ph, x ee | 
ae yg 
: 4 fod Shh Pt x a : 

» 

tg ellen 
al %e ‘ : es, * : 
The da eee : 
e vy pe : 


Book your space NOW 


Published for The Federation of British Industries by : 
\LIFFE & SONS LTD., DORSET HOUSE, STAMFORD STREET LONDON, S.E.1. WATERLOO 4333 (60 LINES) 


May 13, 1954 “aes ADVERTISER'S - : 
es, Nill ON Ee : 
{ 955 FBI REGISTER ¢ write a 
MANUFACTURERS dig 
THE BEST =F ADVERTISING MEDI FOR PP Ovencers =| 
ee Re Bs i be 3 tips ‘rage ; be 4 Yep i a 5 qq a ro 
a 
- tie See a - a, -_-  . Zz. rf 


ADVERTISER'S WEEKLY 


NEWS 
FLASHES 
“OM WORK 


ROK ETS 


Opportunity for 
UK traders in 


the Levant market 


AGENTS and buyers from 
Egypt, Israel, Lebanon, 
Jordan, Syria and Turkey are 
expected to be among those 
attending the Cyprus Trade 
and Industries Fair which is to 
take place in Nicosia for a 
month beginning July 16. 
Last year British exports to 
Cyprus were worth nearly £10 
million and as a show window to 
the East Mediterranean the 
island is of undoubted impor- 
tance. This fair offers an oppor- 
tunity for British goods to be 
romoted in this region although 
last year few firms took advan- 
tage of it, 

ew power stations on the 
island together with new irriga- 
tion and land development 
schemes, new industries, new 
military installations, new 
schools and hospitals are all 
leading to an ever increasing 
demand for consumer goods as 
well as capital equipment of all 
kinds. 

Principal imports into Cyprus 


last car were: building 
materials, manufactured foods, 
drugs and medicines, fertilisers, 
cigarettes and tobacco, paper and 
stationery, machinery, cloth and 
clothing, and cars and cycles. 


Nigeria 


Since the Daily Service was 
published in a new format on 
January 1, sales have doubled to 
reach over 20,000 copies. Pub- 
lished in Lagos, this is one of 
the two national newspapers of 
Nigeria, owned and published 
by Africans themselves. 


Ecuador 


With the addition on March 6 
of El Universo, the daily of 
Guayaquil, the number of news- 
papers in 10 key Latin American 
markets which carry Hablemos 
as their weekly supplement has 
been increased to 16 with a total 
circulation of 400,500. 

This circulation has been built 
up in a little over four years. 


State advertisements 
MINISTRY of Public Health 
advertisement for one of their 
many health resorts is top Right. 
The copy says “Spend your 
Summer holiday at Pedechagiiinale. 
a picturesque lakeside spot.” 
This poster above for the Ministry 
of Food and Light Industries, 
describes natural tea as “‘delicious 
and agreeable; with an exquisite 
smell, and makes digestion easy.” 
Another Ministry of Food and 
Light Industries design, for vitamin 
tablets, packed in bottles is at 
bottom Right Vitamin C, says the 
copy, is made from sweet briar, 
which also contains vitamin R, and 
a mixture of the two “‘can be easily 
assimilated.”’ 


———- 
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Sturdy growth 
rooted in service... 


“N\A S 


GEORGE MURRAY (Advertising) LTD 


Incorporated Practitioners in Advertising 
BRETTENHAM HOUSE « LANCASTER PLACE - STRAND » LONDON - W.C.2 


Telephone ; 
Telegrams: Advexero, Estrand, London 


oo 


Temple Bar 6688 (10 lines) 
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“OUTDOOR > 
ADVERTISING 


4 


Head Office: 112, HIGH HOLBORN, LONDON, W.C.1 
TEMple Bar 2468 


Principal Branches: MANCHESTER + BIRMINGHAM + LEEDS + WATFORD + SOUTH COAST 


r\ Proprietors: 


ODHAMS PRESS LIMITED 
KS G. L. McLELLAN, DIRECTOR CF. 
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CONFIDENCE 


in the Pound is at a post-war peak everywhere. 
On May 3, Mr. Butler the Chancellor of the 
Exchequer reported a £48,000,000 spurt last 
month in the Empire's Gold and Dollar Reserves 


There is CONFIDENCE too, in County Durham 
where Shipbuilding, Engineering and Light 
Industries are making a big contribution 
to Britain's position in the World Markets 


NEVER BEFORE HAVE WAGES BEEN HIGHER IN 
COUNTY DURHAM. THE WORKERS HAVE MONEY 
TO SPEND ON ESSENTIAL NEEDS 


The 
SUNDERLAND ECHO 
NORTHERN DAILY MAIL 


WEST HARTLEPOOL 
BILLINGHAM |STOCKTON 
EXPRESS EXPRESS 
enjoy the CONFIDENCE of the public. Now 
is the time for bold Advertising campaigns 


LONDON OFFICE : 
85 Fleet Street, £.C.4. Telephone CENtral 2845 


Selling to men . 


. of taste and discrimination, who are 
interested in their appearance and command 
the means to gratify their needs, means 
that MAN ABOUT TOWN becomes a 
must on the schedules of clients producing 
for this market. The next issue, to be 
published Nov. 19, closes for Press Sept. 1. 


THE MAGAZINE FOR THE WELL-DRESSED MAN 
PUBLISHED QUARTERLY. 


Advertisement Director : Keith Fraser 


“TAILOR & CUTTER” HOUSE, 42-44 GERRARD STREET, W.!. 
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This Gillette sign is 21 inches wide with the words in normal blue 


tubing. 


It can be plugged into any normal shop lighting system. 


Rising interest in window - 
neon signs as sales aids 


There are indications that displa 
window neon signs a significant 


. are — my 5 to find 


ior in promoting sales. 


One 
firm of cycle manufacturers has decided to supply them to 
retailers at special rates. 


IG orders for window neon 
signs indicate a growing in- 
terest in these advertising aids 
for retail outlets and branch 
premises. For example, more 
than 1,000 orders have recently 
been completed by Claude 
General Neon Lights Ltd. for 
four big companies, in addition 
to a variety of other work. 
Two types have been made for 
B.S.A. Motor Cycles Ltd, 4 
poster sign and a trade emblem. 
A “Blue Gillette” window sign is 
being distributed by Gillette In- 
dustries Lid., a brand name sign 
is being used by Gevaert Ltd., 
and the Co-operative Permanent 
Building Society has two types 
for branch offices. 


Increase in costs 


Display men were beginning 
to use these sales aids before 
the war, and Claudgen supplied 
hundreds of “Cleon” signs for 
this purpose. The present de- 
velopment is specially interesting 
in view of the increase in costs 
compared with the older type of 
sign, but current orders show that 
small window neon signs have 


This B.S.A. hang- 
ing sign is two feet 
by one foot in size 
with special slop- 
ing letters running 
to 5.25 inches in 
light green tubing. 
These are being 
supplied by the 
company at special 
rates. 


proved their worth. 

Although B.S.A. uses other 
types of sign, leading dealers like 
window neons because they are 
particularly effective during the 
night; the B.S.A. company there- 
fore decided to supply them at 
half cost and dealers have readily 
taken them 


Impracticable exterior show 


Incorporating the special B.S.A. 
lettering used in all the com- 
pany’s advertising, the signs are 
of modest size and design and 
are not out of place in varying 
sizes of windows and showrooms. 

Window signs are being used 
by the Co-operative Permanent 
Building Society for branch office 
windows where a big exterior 
display would be impracticable. 

The size of the sign is governed 
by the average window and 
features only the company’s 
name. It has been made portable 
to reduce dismantling costs 
should there be any change of 
premises. Branch managers are 
well satisfied with the signs and 
feel they are a useful feature in 


@ Continued on page 334 
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Northern General Wager 
Co. Ltd. 


Sunderland District Omnibus 
Co. Ltd. 


pms gros & District Trans- 
port Co. L “ ‘ 


Tyneside Tramways & Tram- 
roads Co. os 


+ a & District Omnibus 
° ies 


Ribble Motor Services Ltd. ... 


7 Yorkshire Motor Services 
td. ah 4 


Hebble Motor Services Ltd. . 


Yorkshire Woollen District 


Transport Co. Ltd. ... A k t 
Yorkshire Traction Co. Ltd.... mar e of 
tocage omg, 8 & Swinton Trac- 93 

tion Co. Ltd. ... 

North Western Road Car Co. Millions 


Ltd. 

East Midland Motor sevidin The 21 bus companies represented by the Advertising 

itd. .. . Department of the B.E.T. Federation Ltd., serve a popula- 

Potteries Motor Selliten Co. tion of 23 millions, operate over 7,000 buses and carry 

Led. ... . 1,700,000,000 passengers yearly. There is no more effective 

Trent Motor Traction Co. Ltd. means of reaching so many at such low cost than by 
B.E.T. Bus advertising. 


Birmingham & Midland Motor 
Omnibus Co. Ltd. 


Stratford- - ptt ee Blue 

Motors Ltd. .. e e 
South Wales bedecr: » ty ™ 

Led. : 


eeserst BUS ADVERTISING 
Thomas Bros. a heagpen. . 


Ltd. 
J. James & Sons, name Amman- an 
ford. Gets around to Millions 
The Advertising Department 
THE B.E.T. FEDERATION LIMITED, STRATTON HOUSE, PICCADILLY, LONDON, W.! TEL: MAYFAIR 8886 
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“THE MILITARY 


I F you’re wondering how to do business effectively 
with the consumers in the 8 billion dollar 
U.S. Armed Forces market, perhaps we can help 
you find the answer. We can show you the simple, 
direct ways to sell to servicemen and their families 
through their own Service-controlled outlets in the 
United States and overseas. 


You profit two ways when you sell to the 34 million 
Armed Forces consumers—from immediate sales and 
again in the future, when these young buyers, as 
civilians, carry their preference for your brand back 
to the 48 states of the Union. 


The newspapers with the widest Service readership— 
Army Times, Navy Times, Air Force Times and 
Air Force Daily, the “ AMERICAN DAILY” in 
Europe—are the surest way to reach these millions 
of eager-to-buy customers. 


GET “HOW TO SELL" DETAILS, SAMPLE COPIES, RATES AND 


MARKET DATA AT NEAREST OFFICE. 
@ WIDEST SERVICE COVERAGE. 


@ LOWEST COST PER 1,000 READERS. | 
12 WEEKLY 


@ PUBLISHED IN 


EDITIONS AT HOME & OVERSEAS. 


@ LOW COMBINATION RATES FOR 
SERVICE 


ALL FOUR GREAT 
PAPERS. 


ARMY TIMES 
NAVY TIMES 


The Monthly Trade 
Paper for Military Buy 
ere Everywhere. Wid- 
est readership: Lowest 
cost per ad dollar 


wa 
cmc 
FRANKFURT 


AIR FORCE TIMES 
AIR FORCE DAILY 


(Members American Audit Bureau of Circutations) 


The “AMERICAN DAILY" in Europe 


' 

sTrert. wt 
13132 M STW. * NEW YORK * 
* SAN FRANCISCO * 


PARIS 


PHILADELPHIA 


* ROME * TOKYO * CASABLANCA 


p 
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© WINDOW NEON SIGNS -continued 


Neon window signs are being used by the Co-operative Permanent 
Building Society for branch office windows where big exterior 
displays are impracticable. 


bringing the company’s name be- 
fore the public. 

The Gevaert signs are distri- 
buted to photographic dealers 
with shop premises in good posi- 
tions. The design follows the 
company’s trade mark and the 
engraving on the “Perspex” panel 
gives the effect of being illu- 
minated; both the circle and the 
name look as though they are in 
fluorescent tubing. 

Many dealers leave the signs 
on after closing time and the 
Gevaert oy suggests that 
this adds to the advertising value 
because the sign is then the only 
window lighting. 

The advertising manager of 
Gillette Industries Ltd. A. P. 
Judge, says of the window signs 
made for his company that “The 
impact of a display is greatly 
increased if it includes light and 


This 18 inch circle is lighted by 
a Cleora light blue tube. 


strong colour. This applies, of 
course, with greater force during 
hours’ of darkness if the display 
is — illuminated. 

“The Blue Gillette neon sign 
fulfils this requirement, while 
being of dimensions which lend 
themselves particularly to shelf 
display in average and smaller 
size windows. It can frequently 
be positioned so that it does not 
occupy any space which the re- 
tailers may want to use for other 
purposes, and for this reason is 
always extremely well received 
by them. Furthermore, it can 
be plugged into any normal shop 
lighting circuit. 0 keep down 
cost of manufacture and replace- 
ment a simple design is best.” 

It has been found that the sign 
makes retailers keener to display 
Gillette products in combination 
with the sign. 


—_—- — - 


leaders in Bicyole Value ! 


A neon poster sign for the 
B.S.A. organisation. The main 
panel has a dark blue surround. 


The art of selling 
in retail shops 


Retail Selling, by Gladys Burlton, 
the Burkon Institute, 
7s. 6d. 

N AN early page of this 

book the aim is expressed 
as follows: “If your job is sell- 
ing in a shop this book will 
help you to sell with less effort, 


greater profit and more fun.” 
Following a chapter dealing 
with the purpose and meaning of 
salesmanship the book describes 
the requirements needed for a 
salesman to be successful in a 
wide range of situations: “Get- 
ting into contact,” “Learn your 
stock,” “Customer problems,” 
“What to say and how to say 
it,” are typical chapter headings. 
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“ANOTHER SOLUS TRANSFORMATION” 


Opening ine i fe 
Cuinness 1 


a /s\tay 
: ie oS 
i «2 {. PM de 
a » + 
. 


It looks far better as a Solus Site 


These two photographs tell an unmistakable story. A dingy, derelict wall has 
been smartened and remodelled. Now it is a bright, attractive poster site which 
improves the local amenities. National Solus Sites like this—standing alone, 
right at the point of sale—are available in all commercial areas in England and Wales. 


NATIONAL SOLUS SITES LTD. 


56/60 STRAND - LONDON - W.C.2 - TELEPHONE: TRAFALGAR 4922-8-4 


DIRECTORS: T. A. ALLAM (Managing Director) + 8, E. CARTER - P.W. FELTON + &. H. LAWSON 
MEMBERS OF THE SOLUS OUTDOOR ADVERTISING ASSOCIATION LTD, 
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Fluocoat 


FOR A 


The spectacular results of this glossy fluorescent 
screen colour can be achieved in six basic shades: 
Red, Magenta, Blue, Green, Yellow and Orange. 

Fluocoat possesses a very high degree of light 
fastness, and its smooth glossy finish makes it 
ideal for point of sale display and all work where 
fine detail is essential. 


Fluocoat fights fog, rain and the general grime- 


laden atmosphere of the big cities. These can ruin 


the look of most posters. Fluocoat preserves the 


original brightness. 


Fluocoat glossy and Fluorink matt screen 


colours are manufactured by :-— 


Photocolour 
Laboratories 
Limited 


Telephone: FULHAM 9725 


Walham House, Walham Green, London SW6 | 
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Public Relations 


May 13, 1954 


The conference rode on 
many kinds of horses 


A wide range of ideas relevant to the work of P.R.s was thrown 
up at the recent Institute of Public Relations conference, 


NE OF the most successful 

features of this year’s 
Institute of Public Relations 
conference at Stratford-upon- 
Avon was what was labelled a 
“Hobby-Horse” session. For 
two minutes speakers were 
allowed to air their pet 
theories, problems, and ideas. 
The following three minutes 
were devoted to a “potted dis- 
cussion.” Naturally, the sub- 
jects covered a wide field. 

Vera Watkins, public relations 
consultant, appealed for a more 
accurate description of various 
types of textiles. She pointed out 
that there were five natural and 
10 man-made fibres in existence. 
And false descriptions could lead 
to prosecution under the new 
Merchandise Marks Act. 

The need for a standardised 
professional title for P.R.O.’s 
was stressed by G. Morley Davies 
of the Port of Bristol Authority. 
The varied titles of press officer, 
information officer, publicity 
officer, could be confusing, he 
said 


Telling the client 


The importance of being an 
independent P.R. man was ven- 
tilated by A. John Dannhorn 
who py out that a consultant 
should be in a position to tell his 
client what to do and not merely 
act as a servant. 

Ideas on factory open days 
came from C. A. von Thuna of 
France. He said he had found 
a scheme whereby groups of 30 
to 40 relatives of employees at a 
time were conducted round the 
factory and given the opportunity 
of actually seeing their husbands, 
fathers or brothers at work. 
From the floor came a suggestion 
for career days in school where 
P.R.O.'s from local industry were 
invited along to describe the work 
and production of local factories. 

Another French delegate, 
Etienne Bloch, asked for ideas on 
education. Richard B. Hall, of 
the Public Relations Society of 
America, said that in the United 
States public relations had been 
neglected by the larger univer- 
sities and it had been left to the 
smaller schools, several of whom 
ran courses in public relations. 
Norway's Odd Medboe spoke of 
the P.R. course being run by Ber- 
gen University. The Institute's 
education officer, C. W. Birdsall, 
revealed that approaches had 
been made to the London School 
of Economics regarding the possi- 
bility of adding a P.R. course 
to their curriculum but it looked 
as though it would be several 
years before it became a reality. 


How public relations helped 
restore communications after the 
Dutch flood disaster was related 
by J. A. Brongers, and Eric 
Williams (Foote, Cone and Beld- 
ing) suggested that the Institute 
should investigate the possibility 
of setting up an organisation to 
give similar aid in the event of 
national disasters. 

“Who is the most important 

blic?” asked S. O. Shave (Fair- 

irn Lawson Combe Barbour 
Ltd.). He suggested employees 
at all levels because they could 
act as ambassadors. 

Delegates generally agreed that 
this session had been the most 
useful of the whole conference. 
But all agreed that it was the 
most enjoyable conference in the 
history of the Institute. 

And it ended on the happiest 
of notes with a visit to the 
Henley-on-Thames home of the 
Council's vice-chairman, Sam 
Black. Eighty people crowded 
into his home. 


Tonga Conga 
A PUBLICITY “gong” was 
recently awarded to Mark 
Quin of J. Lyons & Co., Ltd., 
by Simon Ward of the Daily 
Sketch “Inside Information” 
column. The reason for the 
award was the idea of bringing 
two Royal Tongan dancers 
over for the Queen’s return. 
Commenting on the project 
Ward wrote: “It is not often that 
the publicity boys manage to sign 
up two cousins of a queen and 
bring them half-way across the 
world for a cabaret show in 
London. That is exactly what 


caterers J. Lyons have done at a 
cost of more than £1,500 for the 
May 15 celebrations at the end 
of the Royal tour.” 


The Tonga dancers in action. 
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(IN CLASS SIX) 


for SILK SCREEN 
COLOUR PRINTING 


H.. Ashford Down says— 


THE FIRST NAME YOU 
THINK OF WHEN "ula, Ques, & un 


won seven awards for Screen Printing 
in two years is proof positive that 


ORDERING our Quantity Productions are also 
famous for Quality, and all our 
clients know that Quickness with us 

is a by-word whether they order in 


FIRST-CLASS oe 
SCREEN PRINTING 


DISPLAY CRAFT LIMITED 


88 ACRE LANE » LONDON : SW2 BRIxton 7871/4 
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Legal Queries Answered 


How to protect trade 


names and designs 


By OUR LEGAL CORRESPONDENT 


RR ent questions have 
been on the methods of 
protecting trade names and de- 
signs, and it is convenient to 
answer three queries in one 
article. 

The questions, summarised, 
were as follows: 

@i/s there copyright in the 
coined name of a product, 
or ought it to be registered? 

® Can the design of a product 
be protected? 

®Can the product itself, say, 
for example, a woman's 
dress, be protected from be- 
ing copied? 

The answer to these three 

queries is as follows: 

There can be no copyright in 
a name, even though it is coined, 
or invented, To secure the pro- 
tection afforded by the Copyright 
Act, 1911, a work must 
original—a coined word probably 
would be, but it must also be 


literary, dramatic, or musical, or 
artistic. One word or even a 
few words, can hardly be 
described as an “original literary 
work,” so there can be no copy- 
right. 

It is well established that there 
can be no copyright in a title, 
for instance. An invented word, 
however, can be protected if 
registered under the Trade Marks 
Act, as we shall see later, But 
the name of a product can have 
legal protection given to it by 
the possibility of a “passing off” 
action. 

Briefly, the cause for this 
action arises when a manufac- 
turer (or trader) represents to the 
public that his goods are those 
of another. So if a manufacturer 
puts a product on the market, 
describing at as the “X.Y.Z. pro- 
duct,” a second trader would not 
be entitled to put a second pro- 
duct on the market with the 
same name—if it is in the 


We ed have 
been lost 


cutthout 
him! 


Many a conference, 
meeting to plan 
a piece of printing work 
has been thankful that 
Spicers Paper Consultant 
was there. But often it is 
not till the finished job arrives, 
that they realize just how much 
they owe to his guidance. 


Telephone: CENTRAL 4211 
19 New Bridge Street - London EC4 


same range of activity. 

One of our judges has put it 
this way: 

“A man has a right to say: 
‘You must not use a name, 
whether fictitious or real—you 
must not use a description, 
whether true or not, which is 
to represent or calculated to 
represent, to the world that 
your business is my business, 
and so, by a_ fraudulent 
mistatement deprive me of the 
profits of the business which 
would otherwise come to me.’ 
The best way of protecting a 

trade name, of course, is to regi- 
ster it under the Trade Marks 
Act, of 1938. The rules as to 
what words can be registered— 
and not registered—are compli- 
cated, but generally “an invented 
word or invented words” are 
acceptable. 

It is not always easy to decide 
whether a word is invented. One 
of the judges has declared that 
in his view, a combination of 
two English words is not an in- 
vented word. Nor is a mere 
variation of the orthography or 
termination of a word sufficient 
to make it an invention. Foreign 
words usually will not be 
accepted as inventions. There 
must be invention, and not the 
appearance of invention only. 

The protection of a design is 
also a matter not easy to explain. 
The design of an original artistic 
work, as we have seen, is pro- 
tected by the Copyright Act. 
“Artistic work” includes works 
of aon ve Aled sculpture 
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and artistic craftsmanship . . . en- 
gravings and photographs. But 
if the design is capable of being 
registered under the Designs Act 
of 1949, then it is not protected 
by the Copyright Act. 

The designs which must be 
registered under the Designs 
Acts, 1949, are the subject of a 
complicated definition and are 


Our Legal Correspondent, 
a barrister who specialises in 
advertising law, answers a 
selection of queries received 
from readers. 

Readers are invited to send 
their problems which will be 
treated in strict confidence. 

Replies will be forwarded 
by letter, without delay, to 
correspondents concerned. 

Neither the Editor nor our 
legal correspondent can accept 
any liability for the opinions 
expressed. 


said to mean “features of shape, 
configuration, pattern or ornament 
applied to an article by any in- 
dustrial process or means.” 

Some years ago, a design for 
cut-out figures, to be used for 
advertising ee. was held to 
be registerable under the Designs 
Act of that period, and therefore 
was not the subject-matter of 
copyright protection. The De- 
signs Rules, drawn up by the 
Board of Trade, however, have 
excluded certain important matter 
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wile packing case fo look at from 
the outside but if’s an exhibition stand 


with a talent for Tie 
a 


and a lot of display stories inside 


THIS IS THE IVELPAK—a complete answer to the problem 
of successful transportable display. 

Open— it is a compelling, versatile sales medium capable 
of infinite variations of design. 

Closed—it is its own packing case, strong, weatherproof, 
ready for heavy handling. 

If you need to make frequent appearances at widely 
dispersed exhibitions —especially at places overseas— 


looking into Ivelpaks will be well worth your while. 


Please come and see them by appointment at our 
Works in Shepherds Bush—or write for full 
details and our illustrated brochure. 


LVYELPAK 


CITY DISPLAY ORGANISATION 


30 Uxbridge Road, London, W.12. SHEpherds Bash 1281 
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S.C PEACOCK 


require 
the following 
additional 


staff 


TOP FLIGHT VISUALISER 
TWO LETTERING ARTISTS 


ONE STILL-LIFE ARTIST 


ONE ASSISTANT TYPOGRAPHER 


Call or apply in writing, with specimens 


S. C. PEACOCK LTD 


21 LEIGH ST- LIVERPOOL 


TWO LAYOUT MEN 


* ALL THE ABOVE FOR 
LIVERPOOL OFFICE 


ONE LETTERING ARTIST 


ALSO ABLE TO HANDLE SIMPLE ARTWORK 
FOR BIRMINGHAM OFFICE 


ALL POSITIONS ARE 
PENSIONABLE + PROFIT SHARING 
SCHEME 


and 


a ease iene 


| 
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World impact is publicity aim for 
Scottish Industries Exhibition 


ONFIDENCE that the 

Scottish Industries Exhibi- 
tion, to be held in Glasgow in 
September, would “make a 
considerable impact through- 
out the world” was officially 
expressed in Glasgow recently 
when details were announced 
of the world-wide publicity 
which the exhibition will 
receive. 

The methods employed in 


| 1949 to publicise the last Scot- 
| tish Industries Exhibition, which 


attracted 544,868 visitors and 
gained immediate orders worth 
£10 million, will be repeated. 
Arrangements are in hand to 
make the exhibition motif, a 
lion rampant on a screen of 
Wallace tartan, acquire an inter- 
national significance. 
Distribution is now under 
way of the 1,500,000 pieces of 
ublicity material in_ four 
anguages. Diplomatic, commer- 


| cial, tourist and travel organisa- 
| tions are co-operating with the 


exhibition authorities to attract 
a record number of buyers and 
other visitors 

Already in demand are the 
100,000 tartan posters of all sizes 
which have been produced for 
air lines and road, rail and 
steamship operators. The posters 
will be on display within the 
next few weeks throughout the 
world, 

Particular emphasis is being 
placed on the U.S. and Canada 
to attract the dollar market, but 
a major effort to sell Scottish 
industry is also being made in 
Continental countries. 

Special motifs suitable for car 
windscreen attachment have been 
produced, which at least 100,000 
British cars are expected to carry 
during the summer. 

At home great attention is be- 
ing paid to the possibility of 
attracting bus parties to Kelvin 


Hall, Glasgow, from various 
parts of the country, and in- 
terest is being aroused by wide- 
ae use of stickers, cinema 
slides, and linen banners for 
street publicity. 

One of the exhibiting firms 
will be Wylie & Lochhead, Ltd., 
Glasgow, who are sponsoring a 
competition for the design of 
their Kelvin Hall stand. Three 
prizes of £30, £20 and £10 are 
offered for entries, which should 
be submitted by May 17, and the 
firm hope is that the competition 
will encourage younger Scottish 
artists and designers. 


Preparing the art 
student for work 


E only place where the 
art student could really 
learn about advertising was in 
an advertising agency, Pro- 
fessor Richard Guyatt, head of 
the School of Graphic Design 
at the Royal College of Art, 
told the Advertising Creative 
Circle recently. 

Advertising, he declared, could 
not be taught as such in an art 
school because, in his opinion, 
esthetics did not play a domi- 
nant role in advertising. But 
they had to play such a role at 
an art school. 

One of the aims of the School 
of Graphic Design, he explained, 
was to train students up to the 
point where they were competent 
enough in technique to join an 
agency when they left the 
college. In order to facilitate 
the change-over he was keen to 
begin once again the “mock 
interview” system. By this, a 
student would be given work to 
do by an agency and the results 
would be compared with those 
from the agency artists. 


© LEGAL QUERIES ANSWERED -continuea 


from registration under the De- 
signs Act, 1949. 

The designs excluded consist 
of those which are applied to 
the following articles: ne 
matter, primarily of a literary 
or artistic character, including 
bookjackets, calendars, dress- 
making patterns, greeting cards, 
leaflets, trade advertisements, etc. 

All these designs, therefore, en- 
joy the protection of the Copy- 
right Act, 1911, provided they 
are original. 

The answer to the second 
uestion, therefore, is that if the 

esign is of a product to be pro- 
duced by an industrial process, 


| then the Patent Office should be 


consulted to see if it is register- 
able under the Designs Acts. If 
not, provided it is original, then 
it is copyright as a matter of 
course. If the courts had now 
to decide whether a design for 
cut-out figures for advertising was 


copyright, it is probable that a 
decision different from the one 
mentioned above would be 
reached—that is, that they are- 
copyright, and need not be 
registered. 

For our third question, the 
answer, as we have seen, is that 
the Design Rules afford copy- 
right protection to dressmaking 
patterns by excluding them from 
the need for registration, but it 
is difficult to see how one can 
prevent one dressmaker copying 
a dress (with or without slight 
modifications) which has been 
made by another. 

Of course, in most circum- 
stances, the remedy of a “passing 
off” action may prevail. A well- 
known dressmaker can protect 
his name and reputation, and 
prevent others suggesting that 
other dresses have been made to 
his patterns, if as a matter of 
fact they have not been. 
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PROGRESSIVE 
MERCHANDISING 


SELF-SERVICE 


PETS CORNER 
a 


Nearly two years ago the sales of Chappie products 
were increased in selected outlets by an average 
of 130°, following the introduction of self-service 
merchandising units. 

Today Acro Marketing Ltd., who designed and 
produced these units for Chappie Ltd., are still 
leading the field in this most successful of all 
merchandising media. 

Better merchandising means bigger sales. That is 
why Thomas Hedley & Co., Ltd., are using the 
Acro organisation. 


XN 
ACRO Marketing Limited 


POINT OF SALE ADVERTISING 


9, WARWICK COURT, LONDON, W.C.I. 


The design of this unit was based on our 
Adda-Rak Patented principle of construction 
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ELLIOTTS TAKE MORE SPACE 
This progressive Agency again takes larger premises, thus to extend still 
further the service facilities enjoyed by a large and ever growing clientele. 
The activities at Manton House embrace every sphere of Advertising, 
Marketing and Sales Promotion, both at Home and Overseas. 


ELLIOTT OVERSEAS SERVICE covers: 


Australia, Brazil, Belgium, Belgian Congo, Burma, 
Canada, Ceylon, Denmark, Germany, Gold Coast, 
India, Indonesia, Kenya, Malaya, Mauritius, Mexico, 
New Zealand, Nigeria, Nyasaland, Pakistan, Portuguese 
East Africa, Portuguese West Africa, Rhodesia, Sierra 
Leone, South Africa, Switzerland, Tanganyika, Thailand, 
Trinidad, Uganda, Uruguay ard U.S.A. 


ELLIOTT ADVERTISING LTD 
Registered Practitioners in Advertising 
MANTON HOUSE, 117-119, GREAT CHARLES ST., BIRMINGHAM, 3. Tel. CENtral 4961 (PBX) 
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‘Advertiser’s Weekly’ Market 
Investigation Team _ visit— 


The Midlands 


ourage and efficiency are extending 
prosperity in a major region 


WILTON EVAN 


discovers 


A diverse, 
developing and 


moneyed market 


| ee Whitehall the files—and 
sometimes the pigeon-holes 
—are stuffed with plans and 
schedules from cities and 
municipalities in the Midlands. 

It is doubtful whether any other 
section of the country is in such 
a progressive mind and mood— 
from the civic aspect. Locai 
Government in the Midlands is 
in good heart. Rivalry for office 
is keen; local enterprise is in the 
ascendant. 

The significance of this circum- 
stance is important to all engaged 
in selling and advertising. 

Local schemes are being advo- 
cated, and pressed forward, with 
zest—born of the knowledge that 
area prosperity and well-being is 
set fair for far into the foresee- 
able future. 

This is true not only of Bir- 
mingham and the other great 
cities and towns, but also in the 
lesser industrial centres and in 
the countryside. 

Everywhere is evidence of pro- 
gress and  planning-—activities 
based on a sound conviction that 
the economic barometer is “set 
fair.” : 

A tradition of prosperity and 
a diversity of products which 
gives strength to local industry 
are the outstanding features of 
economic life in the area which 
looks to Nottingham as its 
naturalcapital. Employing 100,000 
miners (40,000 of them in Not- 
tinghamshire and the rest in the 
collieries of Leicestershire and 
Derbyshire) the East Midland 
Division of the National Coal 
Board is competing with the 


@ Continued on page 348 


The 


industrial recovery which 
Midiands and the rest of the country during 
be explained by mere good fortune. 


E 
4 


Industry has met the chal- 


lenge of changed conditions with success and this survey outlines 
the pattern of development of progress in a vital region. 


OOKING at the Midlands 
to-day, it is hard to realise 
that a year ago industrial 
activity was slack here. But 
those were the days of Com- 
monwealth restrictions on 


imports and of the strong 
revival of German competi- 
tion. 

In the summer of 1953 the 


Midlands was well to the fore- 
front of the general recovery 
which took place in British in- 
dustry under the stimulus of 
higher home demand and over- 
seas orders. The Manchester 
Guardian has rightly 1+ 
that “these events cannot ex- 
plained merely by good fortune. 
They owe much to the way in 
which British industry has met 
the challenge of the changed 
conditions of trade which 
emerged with the ending of the 
post-war boom.” This does not 


mean that external influences 
such as the favourable move- 
ment in the terms of trade, 


relaxation of overseas import 
restrictions, and reductions in 
purchase tax, did not play an 
important part in industrial re- 
covery, but it must be emphasised 
that the manufacturers have 


ing them. 

In the Midlands a by-product 
of these efforts was the reduction 
in the number of insured workers 
wko were unemployed to the 
remarkably low levél of 0.7 per 
cent, or about half the national 
average. 

Despite the improved economic 
climate, two features still give 
cause for concern : 

@The comparatively low in- 

crease in productivity. 

® The lack of adequate invest- 


ment in new plant and 
machinery. 
These two points are inter- 


relaied and have exercised the 
minds of businessmen and 
politicians alike. 


Thus, despite 


the feeling of disappointment at 
the Budget by the general public, 
Midlands manufacturers wel- 
comed the new investment allow- 
ance which was aimed at helping 
to solve the second problem. 
Briefly, this allowance has a 
great advantage over the old 
“initial allowances” (the effect of 
which was a purely temporary 
postponement of yment) in 
that the benefits which it confers 
are real and lasting. The new 
scheme gives an “immediate 
addition to the full annual depre- 
ciation allowances, amounting to 
the tax on 20 per cent of new 
plant and machinery, and on 
10 per cent of the new industrial 
and agricultural buildings, with 
no counter-vailing reduction in 
the allowances in later years. 
For approximate purposes, the 
cash relief will thus represent 
about 10 per cent of the cost of 
plant and 5 per cent of the cost 
of buildings.’ 

A region like the Midlands, 
too, whose prosperity is so 
closely linked with the export 
trade, also gave a cautious bless- 
ing to the proposals for a freer 
use of export guarantees. Al- 
though these proposals do not 
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The skill and determination 
of the Midlands are expressed 


operative study by John Short 
of Logan, Birmingham. 


Facing the 
competition 
IDLANDERS 
having to contend with 


keen competition in overseas 
markets from the United 


the Export Credit 
Guarantee Department, they do 
go some way to meet the com- 
laint that the exporters of other 


ular, Germany) have been able, 
with government 


manufacturers of 


orders with long credit. 

This area cannot fail 
acutely interested in the future 
of rearmament, since any drastic 


gramme would have its repercus- 

sions here as 

Britain's industrial centres, 

current defence estimates, how- 

ever, show that while tax payers 
@ Continued on page 344 


RETAIL OUTLETS PER HEAD OF POPULATION 


IN THE MIDLANDS COMPARED WITH THE REST OF 
GREAT BRITAIN 


Per 10,000 | Per 10,000 


Grocer 

Other 

Confectioners, 
agents 

Clothing group 

Hardware group 

Booksellers, stationers 

Chemists goods, photographic goods 
group 

Furniture goup an 

Jewellery, leat and sports goods | 
group +e | 

General group ‘ 

Coal, builders materials, corn group | 

Other non-food retailers 


group 
ood retailers 
tobacconists, news- 
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Sheffields 


POSTER SITES 


and 


BIRMINGHAM 


The ideal combination for 


PROFITABLE 
POSTER 
PUBLICITY 
CORNWALL STREET. - 


PUBLICITY HOUSE - BIRMINGHAM 3 


For any scheme in the Midlands the 


BURTON DAILY MAIL 


is a MUST 


Largest circulation in Burton 
Prosperous South Derbyshire Coalfields 


A.B.C. Figures July to Dee. 21,070 daily 


The “Burton Observer” is one of the 
best illustrated weeklies in the country. 


Ask the Advertising Manager to send you a Rate Card. 


65/68 High Street, Burton-on-Trent 
Tele.: Burton 3485, 
London Representative: E. Greenwood Ltd., 


231 Strand, W.C.2 
Tele.: CITy 5906. 
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The Midlands 


A view of Corby which, designated one of the New Towns, is to 
be doubled in size. The steelworks are in the background. 


may view with dismay the fact 
that the burden of defence ex- 
penditure is not likely to lighten 
in the foreseeable future, those 
who are realists on the world 
situation must join with manu- 
facturers in being grateful that 
disarmament will not take place 
until solid guarantees § are 
obtained. When and if that stage 
is reached, the general relief will 
more than outweigh any incon- 
venience caused by the temporary 
dislocation of industry. 

On the other hand, it must 
be appreciated that the defence 
effort means that Germany can 
frequently offer much quicker 
delivery of heavy machinery and 
many other products. 


Grounds for optimism 


The motor industry in the 
Midlands as elsewhere in the 
country has grounds for opti- 
mism tempered with caution. 
The optimism arises from the 
recent revival in export orders 
for motor-cars. “During the 
first quarter of 1954 Britain's 
exports were nearly 10 per cent 
up in volume on the same quar- 
ter of 1953. More than one- 
half of this rise was accounted 
for by engineering exports, par- 
ticularly of machinery § and 
vehicles, which were at their 
highest for two years.” As a 
result it is expected that total 
exports of vehicles this year will 
exceed last year’s record total 
of 302,000 cars and 111,300 com- 
mercial vehicles. It has also 
been estimated that total vehicle 
production will rise by 15,000 
over 1953 to some 850,000. Im- 
port quotas have been increased 
in Australia, New Zealand and 
Sweden, and, of course, there is 
the link-up between the British 
Motor Corporation and the 
Nash-Kelvinator Corporation, 
whereby the latter's new small 
“Metropolitan” is to be built in 
Britain. The initial Nash order 
was for 20,000 units. This 


interesting agreement was pre- 
sumed to have been governed 
by the consideration that the 
initial costs of retooling for a 
new model are appreciably less 
in this country than in the 
United States. 


The German threat 


Less comforting is the fact 
that Britain's share of total world 
exports of manufactures fell from 
27 per cent in 1950 to 22 per 
cent last year, while Germany’s 
rose rapidly during these years 
to reach 14 per cent in 1953. 
Moreover, the increase in Ger- 
man exports was mainly in 
vehicles and chemicals, and was 
largely at  Britain’s expense. 
Between 1952 and 1953, when 
our exports of vehicles were fall- 
ing, German exports of cars and 
commercial vehicles rose by 22 
per cent and 48 per cent respec- 
tively. The German manufac- 
turers, too, are still over-booked 
and are expanding steadily with- 
out meeting serious competition 
to the ubiquitous “Volkswagen.” 
Needless to say, our manufac- 
turers are alive to this threat and 
are endeavouring to reduce their 
prices. The Midlands, too, has 
a special interest in the proposed 
Ferguson “Peoples Car.” 

The bicycle trade is also feel- 
ing content with recent events. 
While a year ago prospects were 
gloomy and looked like becom- 
ing more so, the industry is now 
reported to be working 24 hours 
a day. Both the home and the 
export demand have revived, and 
the same is true to some extent 
of motor-cycles. 

Midlanders have to contend 
with keen competition from both 
the U.S. and Germany for 
machine tools. It is reported, 
however, that despite American 
technical superiority in some im- 
portant respects, British manu- 
facturers are confident that they 
can undercut the U.S. prices, 

@ Continued on page 346 
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COVENTRY 


LEADS THE MIDLANDS 


THE latest Ministry of Labour figures show that 
Coventry has a lower percentage of unemployment 
than any other large Midland city. This is due to the 
fact that Coventry’s main industries are the busiest in 
the whole country. 


Over 80 per cent of the copies of ““The Coventry Even- 
ing Telegraph” are delivered to the homes of readers 
—space buyers please note. 


Rates and specimen copy on application to 


“THE COVENTRY EVENING TELEGRAPH” 
QUINTON ROAD, COVENTRY 


London Office—80 Fleet Street, E.C.4 


\ NORTH STAFFORDSHIRE 


SSSR 


YOU CANNOT 
COVER THIS 
AREA, WITHOUT 
THE 
NEWSLETTER 


COVERAGE IN MID- STAFFORDSHIRE 


Head Office : 22, Mill Street, Stafford 


London Office : H.C: Blanchard, 134, Fleet St. 


CL 


tH YOU 


ADVERTISING 


. “GO” being the spirit as 
well as the symbol of the 
Gough Organisation—a com- 
prehensive service for Industrial, 
Trade & Consumer Advertising 


TOM.C GOUGH 


A.I.P.A., M.S8.M.A., 
Registered Practitioner in Advertising 


13, COLMORE ROW 
BIRMINGHAM, 8 


’Phone : Central 8041-2-3 


EO 
gddee wae 


Colophon LTD 


PROCESS ENGRAVERS 
announce that their 
new address and 


*telephone number is 


Colophon House 
ASFORDBY STREET 


»  * 8 CEST 
eer 25078 (Slines) 
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Titein 
PUBLICITY 
pS 

NATIONAL AND 


CATALOGUES, FOLDERS 
POSTERS, SHOWCARDS 
PACKAGE DESIGNS 


BOSWELL 


PUBLICITY L* 
Accredited Advertising Agents 
BILBIE ST. NOTTINGHAM 
TELEPHONE 41358 


FOR COVERAGE OF BUSY 
INDUSTRIAL BLACK COUNTRY 
AREA 


The Weekly 
° 


For 
ROWLEY REGIS & HALESOWEN 
Your Advertisement inserted 
without delay 
THE WEEKLY CIRCULAR 
53, Halesowen Street, 


Blackheath, B'ham. 
Phone BLAckheath 1637 


The Burton-on-Trent and 
district Weekly with real 
pulling power. 

To ensure full coverage in any adver- 
tising campaign embracing the busy 

Midlands you MUST include the 


BURTON CHRONICLE 


it goes into Brewing, Mining, Pottery, 
Agricultural and Residential districts in 
five counties, 
Head Office: 
BURTON-ON-TRENT, STAFFS. 
London Office: 
53 FLEET STREET, E.C.4. Tel, CEN 4968 


Tel, 2220 


| certain bigger 
| machines 


| can tenders 
| after 
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' even if restrictions on dollar buy- 


ing were lightened. German 


| competition, on the other hand, 


is so far considered to represent 


| a less formidable challenge than 


in pre-war days, when the quality 
of production was much higher. 

Midland order books for auto- 
matic machines are full up for 
the next 16-18 months, while 
and specialised 
may take over 30 
months to deliver. 

In heavy electrical equipment 


| we have had repeated evidence 


that British, and particularly 
Midland, manufacturers have 
been able to under-quote Ameri- 
in the U.S., even 
meeting import duty. 
Nevertheless, both heavy and 
light manufacturers are con- 
cerned with Continental competi- 


| tion which is in turn threatening 
| to undercut 


British prices. 

Industrial experts in the Mid- 
lands say that the root of the 
problem is more productivity. 
That does not necessarily mean 
harder work per man, but it does 
mean the more efficient use of 
machinery which entails unpopu- 
lar shift-working. 


Mechanical handling orders 


Among other Midland indus- 
tries, Business currently reports 
that mechanical handling plant 
makers are heavily booked and 
that more conveyors, pallets, 
cranes, etc., are being used by 
British industry, while export 
orders are also good. 

The shoe trade is undergoing 
a boom, with 1953 output about 
20 million pairs above 1952. 

Energetic plans for self-help 
in the hosiery and knitwear in- 
dustry, involving joint technical 
research and a joint export pro- 
motion combine, are making for 
good prospects. Sales of knitted 
apparel and fabric in 1953 
amounted to £208 million—£30 
million of which went abroad. 

The March issue of the 
Ministry of Labour Gazette has 
brought details of industrial earn- 
ings in October 1953, and these 
provide objective data on the 
controversial question of wage 
costs. The following lists the 
main occupation groups and 
average weekly earnings in the 
Midlands for that month. 
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Typical of the streets of Mansfield—televisions galore. 


This picture 


demonstration of Midlands prosperity comes from the “Chronicle- 
Advertiser.” 


Since these figures were com- 
iled, of course, the stage has 

n set for another round of 
wage increases, averaging some- 
where in the region of 7s. a 
week. The start came in 
December, when railway and 
road passenger transport workers 
obtained increases of 4s. per 
week, followed in January by 
a further increase to make in 
all 6 per cent on the rates opera- 
tive prior to December 1953. 

Next, in coal mining there was 
an increase, payable retrospec- 
tively from the middle of 
January, of 8s. 6d. in the 
national minimum wage for 
adult male underground workers, 
and of 7s. 6d. for adult male 
surface workers: shift rates for 
adult workers were increased by 
ls. Sd. per shift underground 
and by Is. 3d. on the surface. 
Soon after, in building and 
civil engineering contracting, 
sliding-scale arrangements based 
on the index of retail prices gave 
an increase of Id. per hour to 
adult workers. Then, of par- 
ticular concern to Midland em- 
ployers, came the 6 per cent 
increase for engineering workers 
and the I4d. per hour for the 
electricians. 

When it is realised that, during 
the whole of 1953 increases were 


Agriculture, horticulture and forestry 
Coal mining ; : ad ad 
Metal manufacture . ee 
Engineering and allied trades . . 
Building and contracting re 
Transport and communications 


| Average weekly 
No. of males 
aged 15 and over onan an 


} 


iB ee sa value of allowances in kind 


~ 10s, 9d 


xcludes railway workers, who were earning £8 16s, 4d, 


NEWCASTLE-U NDER-LYME 
has a population of 75,000. The 
weekly paper for this prosperous 
borough is the 

NEWCASTLE-UNDER-LYME TIMES 


Head Office: 
51-55 Liverpool Road, Stoke-on-Trent 
Lendon Office: N. Smale. 


only 3 per cent, the real magni- 
tude of the recent movements 
will be appreciated. These in- 
creases came, too, at a time 
when it has become progres- 
sively more difficult to pass on 
higher costs to the customer. In 
1953 a decline in the cost of 
many important raw materials 


and more efficient production 
methods managed to offset in- 
creased wages, fuel and trans- 
port costs, It will be a real 
struggle to do _ this again 
throughout 1954, when there is 
very little slack to be taken up 
in the way of industrial capacity. 

Comparison of the retail out- 
lets per 10,000 head of popula- 
tion in the Midlands with the 
same figures for Great Britain is 
possible by reference to the 1950 
Census of Distribution of which 
the area tables were published 
in 1953. 


Number of grocers 


A table listing the main groups 
of retailers indicates that the 
Midlands have a proportionately 
greater number of grocers than 
the nation as a whole. The area 
also has slightly above the aver- 
age number of clothiers. For 
the remaining outlets, however, 
the figures for the Midlands are 
very similar to the national ones. 

In terms of total retail trade 
at the time of the Distribution 
Census, the turnover per head 
in the Midlands was approxi- 
mately the same as the average 
for the country. The most re- 
cent area figures concern the 
trade done by large-scale retailers 
(iLe., department stores, firms 
operating multiple chains with 
10 or more branches, and retail 
co-operative societies). The index 
numbers for February, of this 
year, revealed that the Midlands 
had the highest percentage in- 
crease over 1950 of any area in 
the country—24 per cent. This 
was due almost entirely to a 
40 per cent increase in sales of 
food and perishables which more 
than counteracted a __ slight 
decline in clothing and footwear, 
and non-food merchandise. 

he Government Standard 
Region embraces the counties of 
Herefordshire, Worcestershire, 
Warwickshire, Shropshire and 
Staffordshire. Within this region 
there are published 93 weekly 
newspapers, some of which have 

@ Continued on page 348 
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Are you in the KN.0.W ? 


@ Do you know the name of the third largest 
town in Warwickshire ? 


@ Do you know that the population of this town 
has increased from 51,000 to 58,000 in seven 
years and is still CROWING? 


@ Do you know the name of the WEEKLY 
newspaper which has by far the largest gua- 
ranteed net sale of any newspaper published 
in this rapidly expanding Midlands town ? 


jepworth 
: Limited 


* YOU SHOULD BE IN THE 


Nuneaton Observer A name which is accepted by National Advertisers 


and their Agents for quality colour printing 
Provincial Newspapers Ltd., - ¥ 


2 Salisbury Square, E.C.4. by Litho Offset and Letterpress processes. 
Advertisement Director on Works at Angel Yard Loughborough 
A. Robertson-Macdonald ABC. 


ye cerns: Beat 
the Miillandle 


- JOHN TOMLINSON 
| (Processes) LTD. 


ERSKINE STREET, LEICESTER. Tel. 21593 


ite 
|| BEMROSE 
R HIGH Quatity —§ | PUBLICITY 


ELECTROS & STEREOS | COMPANY LTD. 


WELLINGTON STREET * DERBY - TEL. 49291 
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ADVERTISER'S WEEKLY 


Are YOU a 
NINETYFIVEPERCENTER? 


Do you allocate 95°/, of your Advertising 
appropriation to one medium and leave 
the rest for incidentals ? 


If so—read no further — you won’t be 
interested, for we give a balanced service 


in all forms of Publicity and Public Re- 
lations. 


GORMAN ADVERTISING LTD. 


6 FLETCHER GATE, NOTTINGHAM. Tel.: 48081 


vvvvvvvvvvvvvvvvvvvVvVvY 


Stratford upon Avon 
Herald 


The weekly in which you are advised 
to reserve your space well in advance 
because of the demands of local advertisers. 


YORK HOUSE ROTHER STREET STRATFORD UPON AVON 


Tel 2034 


CANNOCK — 


ADVERTISER 


Covers the whole of, 
CANNOCK CHASE Poputation 


STAFFORDSHIRE OVER 65,000 


Loughborough €rho 


CIRCULATING IN AN INDUSTRIAL 
AND AGRICULTURAL AREA 


NET SALES 13.6638 (A.B.C. Certificate) 


A LIVE PAPER IN A LIVE DISTRICT 
Rate card on application 


Head Office: LOUGHBOROUGH 


Tel, 4343-4 Telegrams: Echo 


The Midlands 
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INDEX NUMBERS FOR TRADING AREAS -LARGE 
RETAILERS FEBRUARY, 1954 


Value of sales per week 


Clothing Household 
and footwear goods 

Midlands 92 102 
Scotland 4 97 
North East i 89 i 8 
North West .. | 86 97 
South -- | 85 94 
Wales and Mon- 

mouth in 89 } BY 
London—Cen. | } 

and West End | 78 96 
London 

Suburb. 93 ”9 
Great Britain 89 9 


Non-food 


" Foodand | Aill 
merchandise  perishables merchandise 
2 ke sen 

87 126 109 
| 93 132 116 
} 91 125 108 
| 89 138 117 
| 87 134 108 
92 117 89 
| 9s 136 122 
95 132 115 


(Average 1950 = 100) 
Source: Board of Trade Journal, April 10, 1954. 


an extensive coverage county- 
wise, while others possess an 
intensive urban distribution. The 
area contains 11 groups or series 
of local newspapers, having in 
one case a combined circulation 
of close on 100,000, but more 
commonly circulation figures for 
these groups run to 25-50,000. 

Long established evening 
papers are published in Burton- 
on-Trent, Stoke-on-Trent, Wol- 
verhampton, Coventry, Nun- 
eaton and Worcester, with a 
morning daily appearing in 
Leamington. In the West Mid- 
lands conurbation, with its total 
population exceeding 2,200,000, 
there are centred three evening 
newspapers, two mornings and 
one Sunday, their total A.B.C. 
circulation being close on a mil- 
lion. Intensive home coverage 
can therefore be obtained by the 
use of the area daily and weekly 
press. 

This great conurbation posses- 
ses 161 cinemas, of which rather 
more than one-third are circuits. 
Of these cinemas 64 have a 
capacity of under 1,000 seats, 
91 between 1,000-2,000 seats, and 
six over 2,000 seats. In the area 
as a whole there are over 360 
cinemas, with weekly admissions 
at close on two million. The 
proportion of capacity filled to 
capacity available compares 
favourably with most of the 
seven southern regions of Great 
Britain, indicating that Mid- 
landers are by habit cinema- 
goers. 

Within the West Midlands 
conurbation it is possible to plan 
poster campaigns ranging from 


one of heavy density, involving 
the use of 450 16-sheet posters, 
to a relatively light campaign 
using half this number. Effective 
poster coverage in this area is 
not, however, confined to this 
densely populated region, since 
by using posters on an area scale 
invaluable support can be given 
to the local campaign as a 
whole. 


©A DIVERSE MARKET 


—continued 


North-Eastern Division for the 
position of Britain’s most pro- 
ductive coalfield. 

The Board’s confidence in the 
East Midlands—one of the few 
coalfields without a tradition of 
industrial bitterness—is reflected 
in development plans. Work has 
begun on two new collieries. At 
Bevercotes work is progressing 
on the first mine to planned 
under nationalisation and at 
Cotgrave, an area until now 
almost exclusively agricultural, 
Princess Margaret recently in- 
augurated a £7,500,000 scheme. 

High wages earned in the pits 
are not the only reason for the 
domestic prosperity of Notting- 
hamshire _ families. Hosiery 
manufacturers in the Nottingham 
and Mansfield districts employ 
35,000 workers and there are 
flourishing light clothing and lace 
trades. 

As a result, comparatively un- 
skilled female labour can com- 


mand high wages and families 
with multiple incomes are 


common. 


Who are we? 


Some agree with us, some disagree. Those who agree buy 
us to have their views confirmed. Those who disagree buy 
in the hope they can catch us out. But all buy. 


MELTON MOWBRAY TIMES 
LEICESTERSHIRE 


It’s worth advertising in a paper that 
is read, isn’t it? 


Melton products such as pies, water pipes, dog food, cheese 
and plastics go all over the world: 
Mowbray Times. 


We are the 


so does the Melton 
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A Midlands craftsman cutting 

crystal glass. This photograph 

by John Adams featured in a 
recent exhibition. 


® DIVERSE MARKET -com. 


Other high-wage industries, 
tobacco, engineering and chemi- 
cals, with openings for men and 
women, help to influence the 
incomes of the office workers 
needed to maintain Nottingham’s 
position as the commercial and 
administrative centre of the East 
Midlands. Leicester can produce 
ample evidence of its claim to 
be the busiest city in the country. 

Between 8,000 and 9,000 
Operatives are working in 
Hinckley'’s 88 factories producin 
millions of pairs of stockings o 
all degrees of quality and price. 
There are also many important 
boot and shoe manufacturing 
works in the locality particularly 
at Barwell and Ear! Shilton, 
besides light engineering, and 
one immense dye works and dry 
cleaning establishment, Sketchley 
Ltd., which employs at its 
Hinckley works over 1,000 
operatives and has over 300 
branches up and down the 
country. 

While from the small trades- 
man’s point of view there was 
undoubtedly a marked recession 
of trade in the West Midlands 
during the latter half of 1952, 
the subsequent year began with 
a more lively tempo. 

Almost without exception the 
industrial concerns, too, appear 


@ Continued on page 350 


Pointers to 
prosperity 


The shoe-making indus- 
try in mid-Northampton- 
shire—which turns out 20 
per cent of the footwear 
roduction of the United 
ingdom —employs men 
and women in comparable 
numbers, which makes for 
high total income in the 
average household. 
* # Bo 
Wellingborough has been 
selected as the eventual 
home of the Ordnance Sur- 
vey Department which will 
mean a near 10,000 increase 
in population. 
* * * 
The chairman of the East 
Midlands Electricity Board 
(of which Leicestershire 
forms a large part) has 
stated that there are more 
farms in his area supplied 
with electricity than in any 
other district of the U.K. 
* * By 


Homes with joint in- 
comes of £40-£50 a week 
are not uncommon in Mans- 
field and North Notting- 
hamshire. The Metal Box 
Company are even recruit- 
ing old age pensioners on a 
part-time basis. 

ak aK Bo 

Fashion note from Hinck- 
ley: Seamless “bare-legged” 
stockings will be the vogue 
soon. 


engi 

reinforced concrete and salt 
works are among the prin- 
cipal industries, all of which 


big new housing estates to 
the south of the town. 
* & * 

The money spent in 
Walsall shops and service 
establishments amounts to 
£125 per head of the popu- 
lation a year. 


N. W. LEICESTERSHIRE 


S. W. DERBYSHIRE 


Complete coverage of these prosperous 
MINING, ENGINEERING AND AGRICULTURAL AREAS 


is given by 


THE COALVILLE TIMES 


ABC FIGURES: 83.976 COPIES WEEKLY 


LONDON: ALDRIDGE PRESS LTD., 27 CHANCERY LANE W.C.2 


TEL. HOLBORN 8655 


ADVERTISER'S WEEKLY 


1 
For less than 37d « per inch 
per 1,000 copies sold 


Che 
MAalsall Observer 


provides a perfect medium for 


TEST CAMPAIGNS 


with “Saturation” Coverage of the compact 
Walsall Area, high readership response, and 
a long “life” in the home. 


TOTAL NETT SALES (July-Dec., 1953) 


44,602 vx 


Full details of rates and special positions available from 
S. F. RICHARDS, P. MOON, 
Advertisement Manager, 134, Fleet Street, 
Observer Buildings, London, 
Walsall 2137. Central 9913. 


AT LAST! 


Caravan Mews 


Britain's only WEEKLY Caravan Newspaper 
EVERY FRIDAY FOURPENCE 


For the caravan owner and caravan dweller . . . 
Presenting the news AS IT BREAKS! Giving 
reviews of new models and developments, caravan 
holiday sites, news and views from the sites, and 
general interest articles, and information for the 
“man in the caravan". Generously illustrated ! 
Page size 10° x 15” approx. SOLIDLY 
SUPPORTED BY THE CARAVAN INDUSTRY! 


No. |. MAY 2ist 


PRINTING ORDER 20,000 COPIES 


Please send for Rate Card, Voucher Copy and full particulars to: 


TRAILER PUBLICATIONS LIMITED 


93-94 Broad Street Birmingham, 15 
Tel. No. MiDiand 3596-7 


a 349 es a 
Pe . 
— ee 
i 2 the ‘ < J Zi uae 
a ~ nw ‘ ‘a 3 
ES ; 
Ae . . > ’ a 
OY aad ne ' e. 
ae i. oa - , v ; - 4 
\ _ 
a 7 ie S ~ egg an 
aed epee - —" -_ 
" ‘ . Po _ 
ee Et 
- ee a 
2 4 
a 
ee : 
c 
* * ok 
There is a constant de- 
mand for labour in and 
around Stafford. Important 4g 
The post-war growth of ) eu 
these industries has added eae 
. ‘ a 
a 
ee = 
‘ i 
ee = ee 
i 
ee a 
ee ee a li . 
SERIES A = 
ee = 
ee a ia 
TS © es |_| a. 
hS. 
<a 
A iia a toe ‘ ; # , a i". eat ee * os s * ne Hes f : ‘ 3 a rT 4 _ 4 ee, Bie . : 
a iba 2 uf y a an a ’ . ‘2 Tee a B83) ele 


ADVERTISER'S WEEKLY 


In the “Heart of England” 


HINCKLEY TIMES AND GUARDIAN 


Net Sales 12,753 ABC Certificate 
Every week the circulation increases. 
Immediate Population: 

Urban Area — 39,088 
Rural District — 25,250 


Hinckley is one of the world’s greatest nylon and silk stocking 

centres. Boots and shoes are also manufactured extensively in the 

erea. The newspaper covers the Bosworth Lutterworth 
agricultural districts 


Advertising Rates on application to; 
HINCKLEY TIMES AND GUARDIAN 
26 Castle St., Hinckley. Phone: 243 Hinckley 


or 
London Office: 80 Fleet St., London, E.C.4. Phone: Central 7500 


Unequaliled in Kent 


= IT BTE ean sn 
Associated Kent Newspapers 


30 High Street, Chatham (Chacham 22/3) 


Advertisememt Representatives 
€. W. Player, Led., 30 Fleet Sereet, £.C.4 
(Central 2786) 


@7 SHIRLEY ROAD. CROYOOR 
Aeerscomese 8447-8 


KADE EEDY Sikhs 
A SMARE ‘ EXPRESS 
TUMANS> DELIVE YY 


“DAY-GLO” PRINTERS 


WHEN TOP-LEVEL DECISIONS 
have been made about what, 
why, when and where to adver- 
tise, someone has to figure out 
the angles and create the adver- 
tising idea. And sometimes, 
the presentation of a complete 
campaign is fathered by one 
individual. 


a —<_ 


the first of a series, scheduled 
to appear fortnightly 


* DISPLAY « 
SILK SCREEN 
ASSOCIATED ARTCRAFTS LTD. 


96 NORTH RD., YORK WAY, LONDON, W.7 
me NORTH 3327-8 oe 


SHOWCARDS, POSTERS, 
BUS BACKS, CUT-OUTS, 
SCREEN PRINTED TO ORDER 
MODERN PUBLICITY SERVICE 
28 PRIESTS BRIDGE, 

UPPER RICHMOND ROAD, 5.W.14 
PROspect 8097. DAYGLO PRINTERS 


HARROW 
BILLPOSTING 
COMPANY 
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*DIVERSE MARKET-cont. 


to have heavy production 
schedules. Evidence of this lies 
in the fact that there has been 
a noticeable demand for the 
services of extra workers. Cir- 
cumstances indicate that these 
conditions may continue. 

A striking increase in the pros- 
perity of the East Midlands is 
noted. 

Existing industries have 
developed out of all recognition, 
new ones have settled, and in 
many centres there is an acute 
labour shortage. 

In Northamptonshire and 
North Bedfordshire, are indus- 
tries of major national impor- 
tance. They are running at 
peak production to meet post- 
war needs, and since they deal 
in the basic essentials of life it 
is unlikely that there will be 
much slackening of pressure. 

The biggest single development 
is at Corby, Northamptonshire. 
Production at Stewarts & Lloyds 
steel and tube works is already 
running at 764,000 tons of steel a 
year including 76,000 miles of steel 
tubes, but insistent world demand 
calls for continuous plant expan- 
sion. Overall plans mean that 
the payroll will be speedily 
stepped-up from 6,000 to 10,000 
in the next progressive cycle, 

Worksop can justly claim to 
be the m-town” of the 
North Midlands, with industry, 
business and agriculture all 
thriving. The town has a unique 
setting, being the gateway to 
Sherwood Forest and __ the 
Dukeries, yet surrounded by 15 
mining townships and 30 villages. 

Many Worksop and _ district 
people used to do their shopping 
in Sheffield, Nottingham and 
Doncaster, but it is significant 
of the town’s great shopping 
development, that during the last 
two or three years well-known 
stores from the above towns have 
opened branches in Worksop 
(seven in the last year). Also, 
most of the main multiple stores 
now have premises in the town. 

There is likewise no evidence 
to show that the present post-war 
prosperity of Nuneaton, centre 
of the North Warwickshire coal- 
fields, should lose its present 
level of employment. 

This town has, in fact, never 
known serious unemployment 
because of its great industrial 
diversity. And it is becoming 
more so with the new industries 
that have come to the town. 
These include: ventilating and 
heating engineers, car _ seat 
springs, non-ferrous foundry, 
hosiery, and boot and shoe 
manufacturers. 

Unemployment is practically 
unheard of and at the end of 
March only 18 persons were 
registered, as totally unemployed, 
at the Nuneaton Labour Ex- 
change. By reason of the fact 
that to all intents and purposes 
it is next door to Coventry, 
Bedworth (with a population of 


° Spotlight on 
Coventry 


COVENTRY is a progressive 
city with a growing popu- 
lation and an increasing sales 
potential. In the mass Coven- 
trians have a buying power 
which is second to none in any 
town or city in the British Isles. 

The fact that a lot of new 
homes are being established in the 
city area is sufficient proof that 
the sale of consumer goods in 
Coventry is certain to boom for 
a long time to come. Further, 
the intensive industrialisation of 
the city demands a supply of 
raw materials, machine parts, and 
equipment of every description. 
Coventry is constantly buying 
and selling. Wages are high and 
money is always on the move. 

Here are some facts to support 
the above statements. 
® PopuLaTion. The population 
of Coventry in 1945 was 221,970. 
In 1951 the figure had increased 
to 258,211, while the estimated 
population in 1953 was 261,000. 
@Waces. According to the 
divisional organiser of the Amal- 
gamated Engineering Union the 
average weekly (44 hours) wage 
of those employed in Coventry 
industries is as follows: skilled 
men, £13; semi-skilled men, £10; 
labourers, £8. 
® Houses. The waiting list for 
municipal houses in 1947 was 
11,300. In December 1953 the 
number was 9,015. In 1953 a 
total of 1,718 new municipal 
dwellings was completed and 
handed over. 

On September 11, 1953, the 
Coventry Evening Telegraph 
reported: “In 1954 it is antici- 
pated. that approximately 1,850 
new dwellings will be completed, 
involving an expenditure. of 
£2,405,000.” 
® SHors. Coventry has been 
short of shops for a long time, 
due to war-time bombing raids. 
An effort has been made, and 
will be continued, to provide 
new premises. So far a new 
Woolworth store and a Marks 
and Spencer store have been 
built. They will be extended 
during the next year or so. 


SSS SSS SSS SSH e 


26,000) is enjoying a _ full 
measure of prosperity. Out of 
its working population of 7,800 
no less than 4,000 journey into 
Coventry each day to their places 
of employment. The scarcity in 
skilled labour makes it unlikely 
that there will be any rapid 
alteration to this situation. 

Atherstone is also enjoying 
prosperous full employment and 
there is no sign of a break in 
this situation. Out of a popula- 
tion of 23,500 in the rural district 
area the total number of people 
in insurable employment is 
6,000. 
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A Brook Projector at the Radio Exhibition 


A brilliant, steady picture— even 40 minutes of film with either 
in daylight — with high quality automatic repeating or push- 
sound reproduction hold attention. button control. It takes up a floor 


The Brook Projector shows up to _— space of only | square yard. 


Write or phone for details of hiring or purchasing the Brook Projector to: 


SOUND-SERVICES LIMITED 


(AN ASSOCIATE OF THE FILM PRODUCERS GUILD LTD.) 


* MERTON PARK ~ LONDON ~- 5.W.19 ° TELEPHONE: LIBERTY 4291 


SCOTSMAN 


The Scotsman is read daily by the most 


Horace Greeley’s advice in the eighteen hundreds might 
influential people in Scottish business well be echoed in Britain today. The West Country, with its 
balanced economy is indeed a place of opportunity for 
advertisers. Particularly in Somerset and Wiltshire, where a 
wealth of light industries, a large leisured community, and 
thriving tourist and shopping centres are set in some of the 
the means to purchase the quality goods richest agricultural land in the country. So, “ GO west 
young man,” to the local papers printed and published in 
the area ; to the Wiltshire News, Somerset Guardian and the 
Bath Weekly Chronicle and Herald. These three completely 
distinct weeklies are what the West countryman reads at 

the week-ends. The group fate is 12/6 S.C.L, and the West 
can’t be covered without them. 


SCOTLAND’S NATIONAL NEWSPAPER 
WILTSHIRE NEWS 
Member A.B. SOMERSET GUARDIAN 


North Bridge 63, Fleet Street BATH WEEKLY CHRONICLE AND HERALD 
EDINGURCH LONDON, E.C-4 Get full details from the 


Advertisement Manager, 134 Fleet Street, London E.CA,. Central 2767. 


and social circles. These readers have 


and services advertised in its pages. 
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Rising costs are forcing 


T= PROBLEM of rising 
overheads is causing con- 
cern to shopkeepers in all 
—— and the subject is being 

sussed more frequently than 
ever before in the trade 
journals. The possibility that 
the time may not be all that far 
off when individual traders will 
be forced to take steps which 
could radically change the pat- 
tern of distribution has been 
voiced in a number of leading 
articles, and doubtless the posi- 
tion is being watched very 
closely by suppliers. 

Analysing the problem, Hard- 
ware Trade Journal says it is 
not confined to traders in the 
United Kingdom; it is one which, 
on the Continent and in the 
United States, has been the sub- 
ject of experiments, some of 


which have failed and some 
succeeded. 


Venture in Coventry 


On the Continent a system 
which failed wag the setting up 
of a co-operative on depart- 
mental store lines, sections bein 
rented by individual traders. 
similar venture has been started 
in this country in Coventry (see 
page 350), In the US. 
success has, however, come to 
two systems devised to cut the 
costs of distribution and to 
make possible successful competi- 
tion with the big stores and 
chains. 

The possibility that Britain's 
hardware trade might be able to 
learn something from the Ameri- 
can systems prompted H.7TJ, to 
commission an exclusive survey 
by a special correspondent. In 
the first of a series of articles he 
has spotlighted the two forms of 
so-called voluntary or co-opera- 
tive buying chains which have 
been developed among independ- 
ent retailers. He describes these 
as, in the first instance, the 
“mutual” or co-operative chains 
which are entirely dealer owned. 
Here the dealers own the stock 
in the parent wholesaling com- 

ny from which they buy a 
rae portion of their hardware 

These dealers generally 
= a board of directors, appoint 
a merchandise-approving com- 
mittee and make a_ contract 
with a general manager who 
employs salaried help. Dealers 
may or may not carry signs on 


distribution changes 


By SCRUTINEER 


their store fronts designating 
them as members of the chain. 

The second takes the form of 
a “franchise” plan. In this set- 
up the wholesaler and the retail 
dealers are each independently 
owned, but are bound together 
by a franchise and the use of a 
common name. 

Neither of these developments 
is entirely new, for they are vari- 
ants of the original British co- 
operative movement, reports the 
H.TJ, correspondent. In some 
respects, too, they are patterned 
after similar American voluntary 
buying chains in the retail 
grocery, drug, motor accessory 
and variety store fields. 

Both the mutual co-operatives 
and the franchise groups offer 
the retailer the advantage of 
lower wholesale prices for the 
hardware they buy. In addition, 
they make available to member 
stores merchandising and selling 
helps, direct-by-mail consumer 
catalogues and circulars and 
matrices for stereos for local 
newspaper advertising. Such 
services are provided at lower 


‘ cost than an individual dealer 


can contrive. 


United front presented 


The groups, says the corre- 
spondent, present a united front 
to the hardware manufacturers. 
Because they control a large 
business volume, they are able 
to get advantageous discounts 
from suppliers. The goal of 
the co-operatives as well as the 
franchise plan groups is 100 
per cent of the individual hard- 
ware dealer's purchases, but 
few, if any, accomplish this 
aim, 

Their total business may not 
seem too impressive when 
measured against the overall 
volume of yearly hardware sales 
nationally, but in the geographi- 
cal areas in which they are 
strongest—notably the agricul- 
tural empire of the middle west 
—they are a force to be reckoned 
with in the retail and wholesale 
hardware trade. Moreover, they 
- = pores steadily in numbers 

usiness volume. 

* * * 


CHANGING pattern of dis- 
tribution is mentioned also 
by the Grocers’ Gazette, which 
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From the “Hard- 
ware Trade Jour- 
nal” comes _ this 
illustration of the 


type of promo- 
tional material 
which is 
available, at re- 
duced cost, to 
members of inde- 
pendent retailer 
groups in _ the 
United States. 
Such groups pre- 
sent a united front 
to the hardware 
manufacturers and 
because they con- 
trol a large busi- 
ness volume, are 
able to get advan- 
tageous discounts 
from suppliers. 


58.95 
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FLATWARE 
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sees some significant changes 
coming along in the pattern of 
distribution, now that things are 
moving swiftly on the tide of 
affairs towards an unbounded 
freedom in trading conditions. 

To quote the journal: “Funda- 
mentally, there will be no 
difference in the personal liberty 
of the individual trader as com- 
pared with pre-war, but there is 
a striking contrast in what is 
called the ‘climate’ of contem- 
porary conditions in all sections 
of the food trades—manufactur- 
ing, wholesaling and retailing. 
Do not be misled by the private 
‘wars’ which are being waged in 
certain fields at the present time. 
Manufacturers and wholesalers 
generally are showing a notable 
concern for the prosperity and 
progress of the independent re- 
tailer. Perhaps it is due to the 
impact of post-war politics, or 
there may be a realisation on all 
sides of the need to safeguard 
private enterprise in the face of 
certain very real threats. What- 
ever the reason, it is evident that 
by a process of trial and error— 
a painful process for some—we 
are gradually progressing towards 
a more compact system of 
distribution. 

“No one can form any precise 


idea as yet of the end-product of 
this evolutionary movement. One 


thing is pretty certain—the 
integrity and independence of the 
individual will maintained, 


even if it is within the compass 
of some mutual understanding. 
The whole idea behind the 
present trend is that the smaller 
retailer shall be enabled to com- 
pete with his larger competitors, 
without being intimidated by the 
power of high finance. For this 
reason, one must welcome un- 
reservedly the steps being taken 
by the National Wholesale 
Grocers’ Federation to create the 
right ‘climate’ in which this 
desirable objective may be 
reached. It is not merely a 
question of self-interest on the 
= of the wholesalers; they 
ave gone out of their way to 
help the retail trade in more than 
one direction, and it is worth 
keeping in mind the consultations 
that are now going on between 
the two ee 


* 
HIS MONTH represents the 
70th birthday of the British 
& Overseas Pharmacist. Orig- 
inally the journal was named the 
British & Colonial Druggist and 
its function (as now) was to carry 
@ Continued on page 358 
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Retailer Backing 
that builds 
Sales 
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You are in with the | PO ocun. > 
Trade ALL the time ai 14,500 
in wh Every Week 
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RATHBONE 


PUBLICITY LTD. 


FULLER, HORSEY, 
SONS & CASSELL LTD. 


who have found from long experience 
the best Journals to use when they 
wish to bring matters to the attention 
of those who have the most influence 
in buying machinery or property in 


connection with the food industry. | 


FOOD MANUFACTURE 
Stratford House, Eden Street 
London, N.W.1 


LEONARD HILL 


TECHNICAL GROUP 


Eden St., London, N.W.1 
Specimen copies om request 
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PAINT 


This double spread from the latest issue of the Sun Engraving 
Company Quarterly contains comments on Roman and Egyptian 
types. 


Technical Print Review 


How to put eye-appeal into 


engineering brochures 


RODUCING technical bro- 
chures is one of the most 


| difficult jobs in the publicity 
FOOD MANUFACTURE Is one of the | 


field. There must be eye- 
appeal, there must be clarity 
and interest but equally there 
is often a mass of detailed, im- 
portant technical material to be 
included. Different firms tackle 
the problem in different ways. 
One of the most successful | 
have seen recently is the 
method adopted by Ruston- 
Bucyrus Ltd., excavator 
specialists, of Lincoln. 

This firm puts out a series of 
well printed booklets which give 


| specifications of their products in 
| no uncertain detail and which, at 
| the same time, are pleasant pieces 


of printed material. A consider- 
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The front cover of one of the 
Ruston-Bucyrus Lid. booklets. 
| Inside, and well set out, are de- 


tails of the 54-RB shovel and 
dragline. 


By ROGER DARCY 


able amount of figure work has 
to be incorporated and this is 
done most effectively. 


are line drawings with lettering to 
show important parts and then 
the measurements of each part 
are shown in a table with those 
in feet and inches in black and 
those in metres in red. By a 
combination of Grotesque head- 


ings on tinted backgrounds and | 


Times for the body text very 
complicated tabies are simplified. 

In other booklets the formula 
is again used but different colours 


are employed for the Continental | 


measurements and in the case of 
the 43-RB excavator and the 
10-RB, Egyptian faces are used. 
For preference I think those ia 
Times look better. A more 
elaborate booklet is provided for 
the diesel or single-motor electric 
shovel and dragline. This con- 
tains more half-tones and fewer 
tables. The cover is most effec- 
tively designed using Profil and 
Rockwell with a line drawing of 
the mechanism in reverse on blue 
metallic ink, which is repeated 
effectively inside. Rockwell and 
Rockwell Shadow are used in 
many clever ways for headings, 
as are cut out and bled blocks, 
often on a shiny blue back- 
ground. 

The only minor criticism is the 
use of an old face for the text. 
It might have been better to copy 
one of the smaller booklets a 
using Times. 

The latest (No. 5) issue of the 
Sun Engraving Company Quar- 


In one | 
case (the 54-RB excavator) there | 


The Paint, Oil & Colour Journal is 
the most popular and the best in- 
formed publication in these indust- 


ries. It is read by all the technical 


executives. 


OIL AND 


The Paint, Oil & Colour Journal is 
the only trade paper in its particular 
field with A.B.C. Circulation and 
| has a world wide distribution and 
| an average of four readers per copy. 


COLOUR 


The Paint, Oil & Colour Journal has 
more than three hundred regular 
advertisers representing every sec- 
tion of the industries, a most effec- 
tive advertising medium. 


JOURNAL 


Your next appropriation should 
include The Paint, Oil & Colour 
Journal. Send now for rates and full 
— to 83-6, Farringdon St.. 

don, E.C.4. Phone: City 4788/9 


The 1,000 square miles 
covered throughout 
Beds, Herts & Bucks 
Y the Home Counties 
lewspapers Group of 
eleven individual /oca/ 
Ww) newspapers is a proved 
i= testing area. All test 
campaigns have shown 

re} that the area is one of 
the richest and most 

fa fruitful in che country. 

i: 


“45°. 


A.B.C. NET SALES 


129,729 


Represented in London 

nee Kitchen Jr. Led. 
131 Fleet Street, E.C.4 
Phone CENeral 1960 


terly is as engaging as ever. The | 


commentator on types for this 


issue is Peter Newbolt, produc- | 


tion manager, Country Life 

Books. His comments on Roman 

types are printed over half-tone 
@ Continued on page 355 


Advert. Manager : C. W. Gilder. 
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In the opinion of Roger Darcy this catalogue which describes a range 


of power presses is a very good first effort. Layout is neat and THE MERCHANT SHIPPER 
straightforward, 


reproductions of a statue of the tones and tints and gives rather | The Journal for Export Management 
Emperor Trajan and the leaning an effeminate touch to one of the | 


tower of Pisa in green and a line early illustrations. Otherwise it | The monthly journal which keeps the Export Manager 
drawing of a Roman frieze in can be said that this is a solid | 


t with all the latest changes in Ex 
brown. The description of sans job of work with a sturdy bind- | mp ie, Sue i: 651 
serifs goes with half-tones »f ing, gold blocked, which should : 
modern sculpture; fancy types be welcomed by the engineering Regular monthly articles on Export, Finance, Law, 
with Victorian illustrations; and fraternity. Insurance, Export Packing, Sea and Air Transport. 


Egyptian types with line and It is difficult to understand 
if your product or service is of use to the Export 


half-tones of early Egyptian what has happened to quite a 


drawing and sculpture. How- useful landscape-shaped booklet | Manager then use the advertising columns of The a 
ever, I cannot say much of Mr. put out by the Cape Asbestos | Merchant Shipper. 7 
Newbolt’s commentaries. Never- Para? Ltd., describing their | 
theless the printing is well done. actories here and overseas. | . : 
The first publication Apart from the cover and title | Send fer @ specimen expy endl sale cand for 
page it is printed in Times | The Merchant Shipper, 26/28 Billiter St., London, £.C.2 


Humphris and Sons Ltd., press throughout, which is to be com- | 
manufacturers and _ precision mended. The cover and title 
engineers of Poole, Dorset, have page are in a combination of 
produced a catalogue describing Rockwell Shadow and sans serif | 
their range of power presses and and are quite pleasant, but the 
press shop equipment. It is the  half-tones on which the whole 
first publication of its kind to booklet depends are excessively 
be prepared by the company and faint. This is a case where good 
is, therefore, worthy of comment. black printing would have done a 

It was printed in Bournemouth lot of , 
by the Henbest Publicity Service, A pocket-sized leaflet put out 
Ltd., and the lay-out, photo- by Aero Heat Treatments Ltd. 
graphic re-touching and finished of Birmingham should serve as a 
artwork was prepared by the warning to all those who want to 
publicity section of the firm’s go in for reverse line blocks using 


Telephone No. Royal 5322 


A reliable medium for HOME 
& EXPORT advertising, reach- 
Ing the firms that matter, read by 
executives in all branches of the 
Metal and its allied industries. 


TWICE weexcy 


engineering department. Copy type. It is a smart little job but 
was prepared by the design staff. @ Continued on page 356 TUESDAYS & FRIDAYS 
It is a very good first effort. 

No doubt it is a little con- : Published by 


ventional but then the engineers [§$$$S$$ —_— ae 
to whom it is addressed are *s¢eeeee6 
probably no less conventionally 
minded and will want a cata- 
logue which will tell them what 
they want straight away. 
Extensions to the catalogue are 
oy: and for that reason it is 
eld in a loose leaf binding, 
which, I am pleased to say, 1s 
simple to operate. After the in- 
troduction, each section is pre- 
ceded by a_ description on 
somewhat heavier card than the 
individual insets relating to 
specific items. There is a wealth 
of illustration, mostly cut-outs 
and there is not too much copy. 
The layout is neat and straight- 


METAL INFORMATION BUREAU LTD. 
Birkett House, 27 Albemarle St., London, W./ 


forward. ; Ee Sen yee . - KENNEDY PRESS LTD - 31 KING ST WEST * MANCHESTER 3 
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Power convention 
will discuss the 


home market 


HE PROMOTION and 
development of the home 
and overseas markets for elec- 
tricity and electrical appliances 
is to be the theme of the sixth 
British Electrical Power Con- 
vention which is to be held at 
Eastbourne from June 14 to 18. 
Delegates from 37 electrical 
organisations from all parts of 
Great Britain, Northern Ireland, 
Isle of Man and the Channel 
Islands, will meet under the 
presidency of J. R. Beard, who 
represents the Association of 
Consulting Engineers. 

Associated with the convention 
will be the largest and most com- 
prehensive electrical exhibition 
ever staged outside London, with 
the possible exception of the 
B.LF. at Birmingham. It will be 
“housed” in a mammoth mar- 
quee covering 24,000 square feet 
of the Winter Garden grounds, 
within 200 yards of the conven- 
tion meeting place. 

The preliminary programme 
includes a paper on the “Market 
for electrical appliances and the 
interdependence of home and 
export trade” to be given by Sir 
George Nelson, of the British 
Electrical and Allied Manufac- 
turers’ Association. 


© TECHNICAL PRINT 


-continued 


unfortunately the type chosen for 
reproduction in reverse is too 
small and has too narrow serifs. 
Therefore, much of it has filled 
in and it gives off an air of bad 
rinting. There is not much to 
t sans serif type when it comes 
to printing in reverse. An effort 
has been made in this leaflet to 
produce a type which will stand 
up to reverse printing and it looks 
very much as if it has been hand- 
drawn with a sort of Bodoni as 
the model. But even this has not 
been successful as the fine hair 
serifs in some cases have filled in 
and half a cap “W" is completely 
missing. 

An excellent job of work has 
been done by Williams Lea and 
Co., Ltd., in printing the Barclays 
Bank Overseas Survey for 1953. 
With modern layout throughout 
and with many illustrations ‘n 
half tone and line (most 
pleasantly drawn) it is a first class 
piece of publicity for the Bank 
as well as being a mine of in- 
formation for the reader. Sec- 
tional introductory pages are 
printed in lime green and brick 
red, which may sound an odd 
combination, but which, in fact, 
produces a clean and effective 
result, The small reverse blocks 
used in this report show how a 
sans letter stands up to the 
process of reversing much more 
effectively than a modern Roman. 


Reaches an in- 
fluential section Z 


of professional A) 
people who sub- 9) 
scribe to the only E 

E 


legal week 4 


solicitors. 
102.FETTER LANE EC4 CWA 6855 


THE 


SOLICITOR 


A leading Journa! for Solicitors 


Telephone: HOL 9791 


Journal of the 
INSTITUTE OF PUBLIC 
SUPPLIES OFFICERS 

Read by Chief Officers who purchase for 
* Hospitals 
* Local Authorities 
* Nationalised Industries 
40 Sackville Street, London, W.1 


The. 
SOLICILORS JOURNAL 


ss) 


Telephone: Grosvenor 7281 


The International Journal 
/ Used bg All Trades for the 


Register 


J.D.A= 


as 


Art & Gritish Decorater 


The Leading journal for all associated 
with the Painting and Decorating Trade 
CROMPFORD HOUSE © MANCHESTER & 


Levent fer 


Lupeicar 1ON 


MUNICIPAL 
ENGINEERING 


founded 1874 


The specialist weekly journal 
reaching every officer in the 
public health service. 


4 Clements Inn, W.C.2 
HOLborn 5502 


World's Leading Journal for 
Health, Hygiene and Sanitation 
The Royal Sanitary 
Institute Journal 
90 Buckingham Palace Road, $.W.1 
Circulation 10,266 ABC 


PUBLIC HEALTH 


OFFICIAL JOURNAL OF THE 
SOCIETY OF MEDICAL OFFICERS 
OF HEALTH. 
Circulated to all Public Health 
. Hospitals, Clinics, etc. 
TAVISTOCK HOUSE, 
SQUARE, LONDON, W.C.! 


EUSTON 3923 


1tHit SHOE & LEATHER 


RECORD 


Founded 1886 


The Pioneer and 
Progressive Paper 


GRANVILLE HOUSE 
ARUNDEL 8ST. LONDON 
Tel. TEM 5524/6 


MILK INDUSTRY 


TOPICAL AND TECHNICAL. 


PROCESSING, DISTRIBUTION 
AND SALE OF MILK 
_ AND MILK PRODUCTS 
The Most Influential 
Journal in British Dairying 


The Milk Industry, 
37 Queen’s Gate, London, S.W.7 
Western 9816 


Meat Trades’ Journal 
Weekly net sales exceed 
32,000 


For 66 years the official 
organ of the meat trade. 


5 CHARTERHOUSE SQUARE, LONDON, £.C.1 
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SPECIALIST 


Good Photography 


Monthly—for all 
amateur photographers 


N Get Court, Meet Street, £.C.4 


TRANSPORT WORLD 


POLLARDS 1181 


PASSENGER 
TRANSPORT 


* 


Your announcement in “P.T.” 

reaches operators and manufac- 

turers of the world's largest road 
vehicle fleets—every week. 


* 


PASSENGER 
TRANSPORT 


Telephone HOLBORN 9914/5 


GAS JOURNAL 


Newspaper and expert technical 
weekly 


CANNING AND PACKING 


Specialist monthly magazine for 

food manufacturers, canners and 

users of containers and other 
packaging materials. 


CANNING PUBLICATIONS 
14-15 COLEMAN a os 
Tel.: MONarch 1995 


JOURNAL OF THE OIL & COLOUR 
CHEMISTS’ ASSOCIATION 
Monthly publication with world 
wide coverage, having a leading 
position in technical literature. 
Memoria! Hall, Farringdon Street, 
Leadon, E.C.4 CENtral 2120 


MUNICIPAL 
ENGINEERING 


founded 1874 


The 
MUNICIPAL 
JOURNAL 
founded 1893 
The only weekly technical 
Journal read in every local 
government department. 


3 Clements Inn, W.C.4 
HOLborn 2827 


The Surveyor 


AND MUNICIPAL AND 
COUNTY ENGINEER 

The influential journal for all 
advertisers who sell to 

Lecal Authorities 

Public Works Contractors 
The Building Industry 
Architects and Surveyors 
Advt. Mgr. Aldridge Caldwell 
8 Southampton Row, WCl 
Telephone : Holborn 0452 


357 


CONTRACTORS’ RECORD 
and 
Municipal Engineering 


(1908) 


Read by 

the Contracting and 

Sub-Contracting Industry 
and 
every Municipal Engineer 
throughout the United Kingdom 
LENNOX HOUSE, NORFOLK STREET 
LONDON, W.C.2 


THE WORLD'S 


PAPER 


TRADE REVIEW 
THE ONLY trade paper in 
its particular field with 

A.B.C. Circulation. World 

wide distribution averages 

six readers per copy 
329 HIGH HOLBORN, LONDON, W.C.! 


Monthly journal 


for the paper buyer, 
merchant stockist 


and printer. 
@3 TUDOR ST.LONDON.EC4 


PRINTING) 
coy 


THE ONLY TRADE WEERLY 
329, HIGH HOLBORN. WC 


PAPER & PRINT 
“Papermeners @ Eowverters 


pan ———+ yo users 
329 HIGH HOLBORN, W.C.! 
Tel: HOLborn 7759, 2291/2 
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Ad Man's Bookshelf 


History made 
easy 


British History In Strip Pictures, w 
Dr. James yh 
Odhams Press 47 


OR those with strong and 
dismal memories of the 
history books circulating in the 
schools some years ago this will 
come as an eye-opener, This is 
how it should be do 
Vividly and simply portrayed 
in the modern fashion of strip- 
picture sequences, this complete 
eomnshontiel outline of British 
affairs from earliest times to the 
yeeene day brings to the young 
story with a smile—or at least 
without tears. 


Pictures per word 


There are over 1,000 pictures 
in this 160-page book and they 
were speciall commissioned 
from Stanley Herbert. As there 
are only 25,000 words of text the 
concentration of pictures 
word is seen to be remarkable, 

There seems no reason wh 
this method of making a difficult 
subject easier to grasp cannot be 
given a wider scholastic applica- 
lion. 


Basic facts about 
electroplating 


Handbook of Industrial Electroplating, 
by FE. A, Ollard, published for Metal 
Indusiry by l\liffe & Sons, Lid,, 30s, 


HE first edition of this book, 

published in 1947, became 
recognised throughout the 
electroplating industry as a prac- 
tical and wholly reliable refer- 
on nae on all ha ae 

ern electrodeposition t 
and plating cochalane. 

The steady d has 
prompted the authors to under- 
take more comprehensive 
work, and this enlarged second 
edition, carefully revised and 
brought completely up to date, 
is the result. 

The book is intended for all 
those who have to design, erect, 
maintain or operate electro- 
deposition plants, and also for 
laboratory workers dealing with 
the testing and maintenance of 
plating solutions. 


Data about fire 
protection 


Fire Protection Year Book, 1954, 
Benn Brothers Lid,, 128, 6d, 
This is the 14th edition of what 
has become to all those concerned 
with the prevention and extinction 
of fire an indispensable reference 
book. As in the case of previous 


v 


editions, the subject matter is 
divided into eight sections, each 
dealing with a particular phase of 


fire fighting or protection. 

The book includes a desk 
and comprehensive list of a a 
of fire safety equipment as well as 
classified lists of such x 241 * 
and of trade names. is the 
only publication of its find in the 
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The Monthly 
Register of 


PVRADE AND SPECLALISY 


Publications 
Continued from page 357 


EDUCATION 


The Official Organ of the 
Association of Education Committees 


Published Fvery Friday 
Oeneeececceanenogen 
Read by Members and 
Officials of Local Educa- 
tion Authorities, School 
Governors and Managers, 
and others engaged in 
national education. 


10 Queen Anne Street, 
London, W.1 Museum 1425 


SCHOOLMASTER 


AND WOMAN TEACHER'S CHRONICLE 


The Journal of The 
National Union of Teachers 


National Weekly Circulation. 
Reaches School Teachers 
throughout Great Britain 


All enquiries to: 


THE SCHOOLMASTER PUBLISHING CO.,LTD. 
HAMILTON HOUSE, HASTINGS STREET, 
LONDON, W.C.! 


FooD TRADE neview, _— 
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WOODWORKING 
INDUSTRY 


The technical Journal of 
the timber-using trades, 


180 Fleet St... Londen, E.C.4 
Tel., CHA 8844 
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® TRADE AND TECHNICAL PRESS VIEWPOINT 


news and information about drugs 
and medical pharmaceutical 
prapasnteme made in this country 
to buyers throughout the British 
Empire and other parts of the 
world, and to perform a like 
service in reverse for readers in 
this country. 

Between 1885 and to-day 
methods of medical treatment and 
the shape of the pharmaceutical 
trade have considerably changed 
and the journal has changed with 
the times. Even the name now 
shows some modification but the 
original still remains in the name 
of the publishers, the British & 
Colonial Druggist Ltd. 

The link that binds this journal 
with the trade it serves was 
forged in 1905 when the British 
& Colonial Druggist Ltd., staged 
the first of its London Medical 
Exhibitions following somewhat 
on the lines of the Chemists’ 
Exhibition already established 
since 1896. The exhibition was 
so successful that it was decided 
to make it an annual event and 
with the exception of the breaks 
occasioned by the two wars it has 
so remained, In fact it is now 
the largest and most important of 
its kind in the world. A regional 
exhibition is also held at one of 
the important provincial centres 
each May. 

At these exhibitions also are 
presented the surgical instru- 
ments, hospital apparatus, electro- 
medical equipment and other 
such appliances which medical 
men and hospital officers from 
all over the world come to see. 


1% ca a 


ITH the coming of the era 
of self service retailing, the 
rivate trader has found himself 
aced with having to take a big 
decision—whether or not to con- 
vert his shop to the new method. 
The seultigiee and co-operatives 
are in a_ different position 
altogether from the small man, 
for they can afford to experiment 
whereas he has only his pros- 
perity and career to lay in pawn. 
That is given as the reason 
why the April issue of Self 
Service was devoted to matters 
affecting the independent retailer, 
in the hope that the experiences 
of his fellow independents may 
persuade him that the great 
things claimed for self service are 
no idle theorising. “With this 
aim in mind, we have assembled 
the views of independent men 
operating many different types of 
self service shops. 

“Our object in preparing this 
special issue has been two-fold: 
to encourage the private retailer 
to convert in the near future; 
and—even more important—to 
do the job as well as possible.” 

* 1 * 


ITH sponsored television in 

mind, Shoe and Leather 
News has taken the opportunity 
to remind branded line advertisers 
of the necessity for a real under- 
standing of the problems which 
their stockists are liable to have 


—continued 


to face. Without this knowledge, | 


more harm than good could be 
wrought by their advertisements, 
says the journal. 

“It must be remembered that 
the smallest retailer in the back 
street is just as much an agent 
of the manufacturer whose brand 
he stocks as the largest store, 
and the smaller the retailer the 
bigger his problem is likely to be. 
Unless great care is exercised he 
must lose ground to his bigger 
competitors who can afford to 
carry a more complete range of 
goods. It is essential, therefore, 
that through the medium of their 
sales organisations the manu- 
facturers should keep in touch 
with al/ their retailers, whatever 
their size. Information concern- 
ing advertising programmes 
should be given well in advance. 

“In addition, no line should 
be advertised unless deliveries 
can be made promptly. There 
is nothing more exasperating to 
the public than to find goods 


which are advertised are not | 


available, and the full force of 
their spleen is usually vented on 
the retailer.” 

ok * * 


OMMENTING on the com- 
bined advertising scheme 
which, as already reported in 
ADVERTISER'S WEEKLY, has been 
started by a group of bespoke 
tailors in Manchester, Tailor and 


Cutter says it is unfortunate that | 


some sections of the tailoring | 


craft should shun advertising as 
an unnecessary evil—considering 
themselves above such com- 
mercialism. 

On the other hand, it is pointed 
out, the factory-made clothing 
firms with their chains of shops 
and tremendous financial re- 


sources, engage in big promotion 
schemes which tend to give the | 
impression that the clothes they | 


make, the made-to-measure suits, 
are the modern equivalent of the 
tailor-made clothes of the past. 
“People in the trade know, of 
course, that this is not quite true. 
They know that there is a differ- 
ence because they know how the 
two kinds of clothing are pro- 
duced,” says the journal, which 
goes on to say that “the tailor 
who is aware of the possibilities 
of advertising will see that a 
planned policy will lead him to 
potential customers from amongst 
those who at present wear the 


middle and better clays ready-to- | 


wear and factory-made clothes. 
How, then, will he go out to get 
this trade? To a certain degree 
his advertising will be similar to 
that of the factory tailor in that 
he will encourage the trend away 
from off the peg clothes. But he 
will have to go further than that 
to show the difference between 
the two kinds of tailored clothes. 
But there is no doubt that the 
prospects would be greatly en- 


hanced by a nation-wide cam- | 
paign giving a background ‘edu- | 


cation’ to support the smaller 
and more ‘selling’ local advertise- 
ments.” 
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ACSLON 


trade mark brand 


PMC1 
TRACING 
FILM 


a NEW 
medium for 
general 
tracing 


purposes 


‘Acelon’ PMC 1, a plastics film 
of high translucency, is ideal for 
general use in art studios, and for 
the preparation of negatives or 
positives for printing paper or 
fabrics. Its special matt surface 
takes pencil well and gives excellent 
results with a wide range of pro- 
prietary drawing inks. Erasure is 
easy. ‘Acelon’ PMC | also gives 
perfect results with the masking 
media and mounting-down adhe- 
sives normally employed in art 
studios. 

Further information and samples 
of the product will gladly be sup- 
plied by the distributors : 

M&4B PLASTICS LTD 
45-47 WIGMORE STREET - LONDON W.1 
Telephone : WELbeck 0425 
Telegrams; Acetate Wesdo London 


MANUFACTURED BY 


(may & BAKER Lm ) 


DAGENHAM 
ENGLAND 
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News of PRITCHARD, WOOD 


How big is a pint pot? How much room does an 
artist need to design a poster? Do sales promotion 
men think bigger if they are given more space? 
What area of carpet need a copy man wear out 
while pacing for ideas? 


These questions start by being hypothetical, then 
grow into the practical. Frankly, we’ve bust out 
at the seams. 


It’s no surprise. The services this agency renders 
to its clients have steadily increased over recent 
years, and sooner or later they had to nudge at the 
walls of our very fine premises here. 


Well—luck is for fools, but it’s also for us. Thirty 
yards away, someone shoved up another new 
building. And it weren’t all took. 
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This new addition is so close we can use the same 
‘phones, the same reception. The best Public 
Relations service in the country is installed there; 
and our Overseas department and our Research. 
So now—in the main building—the extended 
creative department can have the space their 
imagination needs ; media-research can spread itself 
(what a lot there’s still to learn!) sales promotion 
and merchandising can expand their chests and 
their propositions; TV—and this is something 
which, the way we are doing it, requires space and 
elbow room—can really get cracking. 


Call it forethought, call it luck, but call the same 
number for all of us. Regent 7080. Good morning, 
this is Pritchard, Wood. 


F. C. PRITCHARD, WOOD & PARTNERS LTD. 
Advertising and Public Relations 


25, SAVILE ROW, LONDON W.1 


REGENT 7080 (16 LINES) 
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Paint packed in plastic film. 


Printing advance 


on plastic film 


DEVELOPMENT in 

printing upon plastic film 
has given rise to a ready 
means of identifying products 
packed in polyethylene. 

For a long time converters 
have found great difficulty in 
printing on polyethylene film, 
which is naturally resistant to 
solvent, virtually non-absorbent 
and cannot be dyed. Conse- 
quently, the elements in normal 
printing inks, which are designed 
to affect the surface to be printed 
and thereby “key” the ink on 
to the material, tend not to be 
effective on polyethylene and 
printing is easily rubbed off. 

Recently, however, a  four- 
colour aniline printed Diothene 
sachel has been produced by 
Flexible Packaging Lid., the 
largest extruders of polyethylene 
outside the United States. This 
was a result of treating the sur- 
face of the film before printing. 
Known as Diothene T, this 
treated film can be printed with 
normal inks giving excellent ink 
adhesion to the film. 

In addition, the printing gives 
an accurate reproduction § of 
intricate designs (particularly if 
printed gravure) and can be in 
an impressive range of colours 
including gold, etallic inks, 
however, can only be printed by 
the gravure process. 

For printing in one or two 
colours, where the run is long, 
the gravure process is secuelly 
used, while for printing short 
rung or runs in three or more 
colours the aniline process is 
generally used. The printing on 
eee, by Flexible Pack- 
aging however, is pro- 
greasing rapidly and further 
evelopments can be expected in 
the near future. 

Multi-colour printing on 
Diothene T, which loses none of 
the properties of yethylene 


l 
because it is mete gives ex- 
cellent results on flat as well as 
tubular film. 


PUBLICITY 
.. MEAN BUSINESS! 


ARTHUR HAWKINS 
79 St. Martin's Lane W.C.2 Tem 7488 


Established 1884 


40,000 sorticuturn 
PHOTOGRAPHS 


OF ALL TYPES 
for ALL PURPOSES 
REGINALD A. MALBY & CO. 


GOLD BLOCKING 
on PLASTIC, LEATHER, Etc. 
(PENS, PENCILS, DIARIES, WALLETS) 
PROMPT SERVICE 
TO THE TRADE 
AD-STAMPING LTD. 


148 SHOOTERS HILL RD., LONDON, S.£.3 
GREENWICH 3688 


Advtg. Pencils 


and all types of 


Advertising Gifts 


Send us your enquiries. Let us suggest gifts 


ANGLO FANCY PRODUCTS LTD 


,™- 
Telephone: MAI! 0867 (3 lines) 


- 
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Sales 

Rubber _— Lea % 
dons Road, W imbledon, S.Ww.i9 
ke LIB 6281-8 


_ Photographers 


COLORGRAPH 


STUDIOS (LONDON) LTD. 


pecialists in 
Color PF cecsoce vs applied to 
Advertising, Point of Sale, 
Showcards, Calendars, etc. 
7 
COLOR LIBRARY 


Includes Studio and Location 
Glamour shots, both in 5 x 4 
transparencies and Color Prints 
which are suitable for addi- 
tional Art work or Layouts. 


8 BREAMS BUILDINGS 
E.C.4 


CHAncery 3416 


LONDON ART SERVICE 


PHOTOCAAPHIC LTO 


Che Rents 
A Chancery WC? 
COMMERCIALLADVERTISING 


nt nnn inal 


THE NEWBOLD WELLS CO. 
Chancery 3186 


or 8477 


Specialists in all aspects of Photo- 
graphy for Display and Advertising. 


IVE ZANT eT ANC ONL 
LTD) 


A complete and bighly- 
specialised service covering 
all applications of Photo- 

graphic Processes and 
Techniques to Presentation, 
Display and Exchibitions. 


295 
Camberwell New Road 
S.E.;. 
RODNEY s811/2 
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‘Services & 


| Photographers 


AC.KWARE service includes 
_ an extensive library of Colour 
and Monochrome pictures 


A.CK.WARE (Aot pass) LTD. 
284 Basinghall St..London, E.C.2 
MET rapeliion 9836-7 


Photographic 


D : f ANY 
TINTS) size 
Write or Phone | QUANTITY 


— LILYWHITE LTD. 
Brighouse, Yorkshire. Phone: 1240 
73 BAKER STREET, LONDON, W./ 
Phone: WELbeck 0938-9 


BERTA STUDIOS LTD. 


27 Heddon Street, W.1. MAY 3449 


THE VERY LATEST IN 
ANIMATED SHOWCARDS 
(Electricity not Required) 

Ring or Write for 
Further Details 
a 


3-D DISPLAY TREATMENT 
A SPECIALITY 
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po Church Path, Acton, W.4 - 


£4 


. Phone: CHISWICK 6060 ) 


Signs 


SHOWCARDS, POSTERS 
SILK SCREEN PROCESS 


PHONE CAN 3208 


BRYANT & KNOWLSON LTD. 
ISLINGTON, LONDON, N.1 


COOK’S 
DISPLAY 
PRODUCTIONS 


Giant Photo Reproductions 
in Colour or Black and 
White 


124 LADBROKE GROVE, W.10 
Telephone: PARK 8652-3-4 
and at: 17 Rue J 
Maistre, Paris, 18 
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ESTABLISHED 1642 


vous NG 
OxXeEs 


H & WATTS LTD. 
~LOnDon, E62 


(chree tines 


DESPATCHING 
SHOWCARDS? 


DISPLAD LTD. 


CASTLEFIELDS 
MANCHESTER 15 
BLACKFRIARS 0856 


Pioneers of Display 


THINK OF CRANE’S. 


CRANE AUTOMATIC CO., LTD., 
Makers of Advertising Equipment, 

Works, Exhibition Grounds, 

Weebin Middx. Wembley 7733/7734 


J. WATSON (London) & CO. LTD. 
Display Units in Plastic 
and Metal 


BASSEIN HOUSE + BASSEIN PARK ROAD 
LONDON, W.12 * Telephone: SHE 4363 


DURAFORM 
PAPIER DISPLAY 
35-41 Rheidol Mews, N.1. 
CAN 1926 


WINDOW DISPLAY, EXHIBITION 
& ADVERTISING MODELS. 


Trade Desi Work Executed to 


[EXHIBITION & GENERAL 
CONSTRUCTION] LTD 
Specialists in 
EXHIBITION STANDS 
WINDOW DISPLAYS 
INTERIOR FITTINGS 


PRESCOTT PLACE e MACAULAY 
LONDON + 3.WA” M4 - «64S 


FOR A COMPLETE DISPLAY 
EXHIBITION & PHOTOGRAPHIC 
SERVICE CALL 


Replicards Ltd. 


DESIGN 

DISPLAY 

EXHIBITION 

SILK-SCREEN 

PHOTOGRAPHY 
ALL THE ABOVE 


SERVICES ARE CARRIED 
OUT IN OUR OWN WORKS 


CLIENTS ARE INVITED TO INSPECT 
407-409 HORNSEY ROAD, N.19 


displa y 
lettering 


Cut-out relet lenenng 
INDUSTRIAL J a6" -42"" 


y Jubilee Place, Rep STA, Tol. AGT Up, 
ORDER DEPT. 3 All Saints Road, W.11 
Tel. PARK 9431 


BRASS BLOCKS & DIES 


— | blocks for fol blocking on 

o plastics, Gronze cutters 
ph l Cutter crush des tor 
showcards, otc. Steel dies for metal, 


noses & AYCKSOURN 
14 CLERKEMWELE GREEN, £.C.1 
GE 6474 
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More publicity 


is urged for 
shoes 


CO-OPERATIVE adver- 

tising campaign for shoes 
is suggested in a leading article 
in the Shoe and Leather 
Record. 

Referring to the fact that the 
British Boot and Shoe Institu- 
tion had shown the way to 
combined research into technical 
problems the journal comments: 

“It would be a t step for- 
ward if the same dual procedure 
could be applied in the field of 
distribution, sales and adver- 
tising.” 

Competition within the trade 
will have to continue but re- 
search into the common prob- 
lems of sales and distribution 
could be carried out with 
advantage. 


Improving the position 

It continues: “Just as the 
spread of technical wg - 
improves the product, so t 
development of more efficient 
sales planning and technique 
would improve the position of 
the shoe industry as against 
other —, which are 


— 2k. a. pathic 


eR “Research might well lead to 
action—to action, for example, 
such as we have often advo- 
cated; namely a consistent co- 
operative advertising campaign 
to sell more shoes, while, of 
course, once ome not affecting, 
but running aaa with, in- 
dividual effort.” 


—and for bread 


The National Association of 
Master Bakers, which recently 
advised its members to make bet- 
ter use of local advertising 
facilities, is now being urged to 


meeting of 
Woolwich Master Bakers’ Asso- 
ciation, it was decided to write 
to the London region of the 
National Association urging a 
meeting with millers and — 
bakers to go into the possibilities 
of a national campaign. 

L. L. Linford, treasurer of the 
Woolwich ae said the “Bread 
for Energy” mpaign conducted 
by the , millers before the 
war had definitely increased a 
consumption. 

pent ago it was estimated 
that bread consumption was at 
the daily rate of nearly a third 
of a large (14 1b.) loaf per person. 

Since then more and more 
foods have been derationed and 
other luxury foods become avail- 
able, and bread—the “filler”— 


was suffering a slow decline ia 
popularity. 
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FOR QUALITY 


SILK- SCREEN PRINTING 
AND PROMPT DELIVERY 


57 BAYHAM PLACE aw 


sHOwCcaROS - POSTERS 
WINDOW BILLS + CUT-OUTS ex 


LICENSED DAY-CLO PRINTERS 


ADVANCE 
PUBLICITY »» LTD 


GERRARD 8236 


SSSSE==—=_—— 


Continued from page 361 


The Complete 
STUDIO SERVICE 
served by 


INDIVIDUAL ARTISTS 
(London) LTD. 
and 
1, A. PHOTOGRAPHIC 
LTD. 


7 MADDOX ST, W.1. 


MAVFAIR 4316 
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—~—s SHOWCARDS =— 
—S POSTERS DISPLAYS =— 
— ano — 


= SCREEN PRINTING =— 
=o ¢& + SS 
= 3-STAR SERVICE — 
—“ QUALITY-SPEED-LOwCosT = 


149, WARDOUR STREET, LONDON. Wi 


TWDOR ART AGENCY LTD 


representing 
FREE LANCE ARTISTS 


1 FURNIVAL STREET, LONDON, E.C.4 
WOLbern 6841 CHAncery 3506 


= a - 4 pane ES. a 


BOOK COVERS - CUTOUTS 
CATALOGUE COVERS 
MULTIPLE DISPLAYS 
Zresacere of the famous 

PHONE CITy 3946 


Beresa Process a w yx) CAMPBELLS PRESS STUDIO LTD. 
Award 1952-1953. let Award. COMMERCIAL 


PHOTOGRAPHY 
57 ST. PAULS CHURCHYARD, E.C.4 


_ KAYEBON PRESS JIMITED — 
PRINCESS HOUSE, 


185 PRINCESS ST. 
MANCHESTER 1. 


Keen prices for all 
classes of Printing 
BUSHEY MEAD PRESS LTD. 


492 Kingston Road, Raynes Park, $.W.20 
Tel: LiBerty 3014 


Hatherley 
tationeed “si | | SUPPLIES 
GEORGE HALL’S 
of course! 


GEORGE HALL (Sales) LTD. 
1M Wellington Road, South, 
Stockport. Tel. STO 3375 


ae 
IDEAS & TT 


7 
= deoee i re) | THE CABLE PRESS 


N13, PROVIDES 


ie sik a first-class printing 
SCREEN PRINTING service for production 


Longe or small quantities | wh atecentccneee - ‘ele? ‘ se | 


CATALOGUES 
ja studio for BROCHURES 
|. .. intelligent handling 


HOUSE JOURNALS 
YSTEM FORM 
of artwork 

Aaa hin FOLDERS & LEAFLETS 
SERVICE LTD. 


The Cable Printing & Publishing 
144 Southampton Row Co. 
w.c.t @ DOUGHTY ST., W.Cc.!. HOL 7771 


SHOWCARDS : POSTERS 
. CUT-OUTS « DISPLAYS 4 


on any materia/ 
s ge SCOTLAND'S FINEST DESIGNING 


AND PHOTO-ENGRAVING SERVICE 


"W.C.RAYMENT 
RAYSIGN WORKS 
DURHAM ROAD. LONDON. N.7 
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Full page ads offer 


careers in industry 


The “Manchester Guardian” is to publish on Monday the 
first of a series of full-page advertisements for which a full- 
scale promotion campaign has broken in schools and colleges 


throughout the country. 


Theme of the series is careers, | 


Thirteen of the leading indus- 
trial concerns in the count 
have booked pages, which will 
appear almost daily during the 
following three weeks. The ad- 
vertisements will tell the story 
of each firm, its aims and ideas, 
what it can offer its staff, and 
what it would expect from any 
future employee. 

Over 25,000 two-sided window 
— have been sent to col- 
eges, grammar schools and 


secondary modern schools 
throughout the country, an- 
nouncing the series. Over 


100,000 leaflets called “Planning 
a Career” have been sent to 
newsagents for door-to-door dis- 
tribution, and the British Inter- 
national Addressing Ltd. have 
direct-mailed a letter outlining 
the scheme to all schools. 

The teaching trade press is 
being used to announce the 
series. 

The industrial concerns adver- 
tising in the Manchester 
Guardian are to be given free of 
charge 200 reprints of their ad- 
vertisements, and already man 
more reprints have been LE omen | 
These reprints can be used 
as posters and window bills. 

During a visit to America a 
fortnight ago, advertisement 
director W. McMillan outlined 
the ideas to the New York 
Times. This paper is to run a 
similar series shortly. 

The Manchester Guardian 
state that so great an interest has 
been aroused in the scheme that 
a waiting list has been formed 
for the second series. 

The industrial concerns advertising 
in the first series, and the agents 
placing the full es are: 

Courtaulds Ltd. (Stuart Advertis- 
i Ltd.), Dunlop Rubber 
. F. Higham Ltd.), English 
Electric Ltd. (London Press Ex- 
change Ltd.), T. Hedley & Co., 
Ltd. (Erwin Wasey & Co., Ltd.), 
J. Lucas Ltd. (Elliott Advertising 
Ltd.), Leyland Motors Ltd. (May- 
fair Advertising Ltd.), Metropolitan- 
Vickers Electrical Co., Ltd. 
(Technical & General Advertising 
Agency), Mullard Ltd. (Arks Pub- 
licity Ltd.), National Coal Board 
(Crawfords Ltd.), aw Gyroscope 
Co., Ltd. (Samson Clark Ltd.), 
Metal Box Co., Ltd. (Arthur S. 
Dixon Ltd.), Unilever Ltd. (Lintas 
Ltd.), and United Steel Co., Ltd. 
(Rowlinson-Broughton Ltd.). 


Production men 
visit plant 
Nineteen members of the Adver- 
tising Agency Production Associa- 
tion representing 13 agencies visited 
the Maidstone plant of Alabaster 
Passmore & Ltd., last week. 


GOOD FOOTWORK 


Shoe manufacturers through- 
out the country recently re- 
ceived from B. & S. (Mercery) 
Ltd. a direct-mail shot, created 
by Gee Advertising Ltd., on the 
same day that double-page 
spreads appeared in Shoe and 
Leather News and Shoe and 
Leather Record. 

Both media had one object, 
to announce a new range of 
B. & S. Ltd.’s insoles, the Milsox. 

Colour scheme of both was 
yellow and black, the direct mail 
shot being in a black envelope 
with a yellow label. 

Inside was a yellow Day-Glo 
card, which was cut and printed 
by Adams Bros. & Shardlow 
Ltd., slotted to hold a sample 
Milsox insole. 


Four lectures for 


advertisers 

A meeting in Dublin of 
members of the Association of 
Advertisers in Ireland heard four 
lectures on “The Production of 
a Newspaper Advertisement.” 

Speakers were Kenneth A. 
Murphy, director and manager 
of Domas Ltd.; W. J. Bergin, of 
Janus Ltd.; Sean McManus, of 
the Dublin Illustrated Co.—who 
announced that his firm hopes 
to start the production of plastic 
stereos in Ireland soon—and 
E. C. Maguire, advertisement 
manager. of Independent News- 
papers Ltd. 

An exhibition of advertise- 
ments was held in connection 
with the lectures, and the chair- 
man, Jack O’Sheehan, said that 
similar events, based on other 
aspects of advertising, would be 
held later. 


CANNED FOODS BUREAU 
The Canned Foods Advisory 
Bureau, suspended on the out- 
break of war, is to be restarted. 
It will again be sponsored by 
The Metal Box Company, but 
run as an independent body. 


PLANNED 
PACKAGING 


WILLIAM W. CLELAND LTD. 
PRINTERS AND BOXMAKERS 
STAPLE HOUSE, CHANCERY LANE 
LONDON, W.C2_ —_—s HOLL born 252! 
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newspaper. 


Belfast 


Donegall Street, Belfast 


Because it is associated in 
the mind of the reader 
with the quality of the 
journal in which it ap- 
pears, an advertisement 
carries most weight when 
inserted in the columns 
of an influential morning 


News-Letter 


Established 1737 


85, Fleet Street, London 


“FARMERS? JOURNAL” 


Uleser Farmers’ 
ee aaa 


For efficient 

«BR Hs 
Ensen OF THE p> yd Dec. 1953 
re 


18 Donegall Square, East. Tel. Belfast 24397 
London ; 
69 Fleet Street, E.C.4. 


Two to remember 
in Scotland ee 


“THE CAMBUSLANG 

ADVERTISER” 
“THE 

EAST KILBRIDE NEWS” 


Circulating in Lanarkshire, 
Scotland's most thickly 
ulated County, Enq \ 
etc., direct to 

10/12 TABERNACLE LANE, 
CAMBUSLANG, LANARKSHIRE 


, ees 


Serving « populous mining eres 
LOCHGELLY & DISTRICT 
TIMES 


COWDENBEATH & DIST. 
ADVERTISER 
Cover a 60,000 lation in two 


popu 
prosperous mining burghs and 
several mining villages. 


Only papers printed and published 
in the area. 


Publishers: 
John Westwater & Son, Lochgelly, Fife 


G. F. TOMKIN LTD 


FOR THE PRINTING OF 
MONTHLY PUBLICATIONS 


GROVE GREEN RD., LONDON, E.11 
DAY AND NIGHT PRINTERS 
TELEPHOMES : LEYTONSTONE 1164/5 
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Brunning comes 
to London 


Rowland director of S. C. 
Peacock Ltd., been appointed 
as joint managing director. Cart 

present managing 


director, becomes senior joint 
managing director. He is a 
his headquarters from Liverpool to 

- we 


— 
v.54. Faulkner, * ublicity manager, 
Crompton Parkinson Ltd., has been 
elected chairman, British’ Electrical 
and Allied Manufacturers’ Associa- 
tion publicity committee. 


ob adv and 
— mana, of the Brock- 
house Organisation since 1947, has 
ned the board of the Sparling 
eter Co., Lid, as managing 
director. Pending reorganisation, 


J. L. Wainford, the assistant ad- 
vertising uennge, will ae charge. 


The following 7 pode elected 
members of the British Sales Pro- 
motion gy a 

Watespouns, sales promotion man- 
aon, Dox, 4 J Lyon & Co., Lid; 


ember), Smith Motor 


Ltd 
* oe “e 
At the annual gg ER 
Co-operative Publicity P 
Association at Edinburgh last week 
J. R. Wrightson (Liverpool epcteey) 
was elected chairman for fol- 


. treasurer. Other 
executive are A. L. 


Union) and C. 


Topple (ipswich poo, 
David Patch has joined Walter 
a silk screen sales 


- * 
Miss Joy Frost has joined Screen- 
specs Ltd., Anglo-French producers 


of films, as liaison officer between 
Andre Sarrut in Paris and Dimitri 
aC ae in — 
w. c Thompson has been 
appointed area sales er of 


Precision Profiles Ltd., Leicester, 

display material designers and manu- 

facturers. He was previously 

res ible for exhibition contracts 
Harris & Sheldon Ltd. 


G. B. J. Cruickshank, three 
years with Lintas Ltd. as account 
manager, has joined Everetts Ltd. 
as account cneceive. 


Norman Sutherland, director of 
c. J. Lytle (Advertising) Ltd., is 
on a six weeks’ visit to South Africa 
in connection with two of the 


ey’ 
African Tourist Cor 
the South African — and 
fon 
rs. Mary Tran has joined Clark 
Matthew Ltd. in charge of the 
placing division. 


. 4 ADVERTISING MANAGER’S CORNER i 


Favourite Family 


If there’s one thing the world loves more than a 


lover, it’s a happy young couple. 


And that’s one 


reason why Britain’s No. 1 Favourite Family will 
be sure of a royal welcome when they return home 


again. 


We'll be cheering the favourites with all the 


other families when the great day comes, more 
especially because we're strong on the family idea 


ourselves, 


It’s the finest type of business partner- 


ship we know; ever since we started operating one 
on our own account, it has brought success to us 
and satisfaction to our clients. 


distinctive showcards, clever cut-outs by 


HARRIS 


THE FAMILY WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET, LONDON, W.! 
Tel.: REGent 3295-6 


John Newcomb, a director of 
Cravens Advertising Ltd., has been 
elected chairman of the north-east 
branch of the Incorporated Sales 
a a. 

— 

the” delegates from 
Eneiand he the Irish Advertising 
Conference in Galway from Ma 
2) to 24, are Hi Walter (J. 
Walter Thompson Co., Ltd.), Jack 
Robson ( Robson & Son), Will 
Kitchen ‘will Kitchen Jr. Ltd.), 
and Leo O'Farrell (Rumble, Crow- 
ther & Nicholas Ltd.). 
* 7 a 

Brian = C has been 
appointed  editori director of 
erry Press Productions Ltd. 

* 


* * 
Robert Stannmage has been 4a: 
ficity for Twentieth Cent 
ity for Twentieth Century-F 


New managing director 


Oliver Lawson Dick, of Thomas 
Swarbrick Ltd., has been appointed 
a@ managing a es 


- * 
Samuel W , =. manager 
of Theatre blicity's. overseas 
department, has joined the media 
planning and screen —— 
> tee ee at the London office 
Peacock & Co., Da 


14. have 
appointed L. as publicity 
manager. Mr. Green has been in 
charge of the publicity for the 
Sheepbridge Engineering Group for 
four years. 


- 

The Ammecleted | Irish ~ Se papers, 
the organisation of the provi 
weekly press, at its annual meeting 
in Dublin, appointed the following 
officers and committee: 

gmeeeens, G J Kenealy, Kil- 

Wit Journal vice-president, 

Swan, Northern tandard ; 
Naionha 


* — 
Crofts (Engineers) 


secretary, . 
and Leinster Times. 
committee (Ulster): 
‘arroll, Derry Journal, 
J. F. O'Hanlon, Anglo-Celt, C. A. 
Donegal Democrat, L. D. 
Ly ba Derry People, 1. 
onaghan Argus. ‘ : 
D. Nolan, Kerryman, M. Ga b 
Nenagh Guardian, J. J. 
Munster Express, W. Myles, 
Tipperary Star, 3. Kelly, Limerick 
seer. (Leinster) : c. F. 
O'Donoghue, Drogheda Indepen- 
dent, W. M. Corcoran, Free Press, 
ae A Fanning, Midland Tribune, 
E. M. Keane, Kilkenny People, 
M. J. Lacking, Wexford mathe, 
series. (Connacht): Mrs. O'R » 
Connacht Tribune, P. Nerney, 
Roscommon Herald, P. noe 
my dependent vP J 
igo —— “ . G. cau 
Sligo C . 


S. A. Sibbring — general man- 
ager of oyds Ltd., and 
John Ay visited the  Inter- 
national Exhibition of Paper and 
Graphic | ey in Paris. 

* * 


J. A. A. Richards, mana director 
of the De Rees aoe So Ltd., 
and also of the Western Valleys 
(Mon.) Billposting Co., Ltd., who 
recently manpees a major opera- 


tion in a hospital, has 


made a good recovery and is now 
convalescent. 
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New Photo 
Litho officers 


Officers elected the annual 
meeting of the Photo Litho Re 
ducers’ Association: Presi 
Albert Fifer (Leicester Photo Litho 
Service Ltd.); Vice-President, 

Scott (W. S. one Ltd.); 

Hon. Treasurer, Bourne 
(New Era Studio Co., tta,). The 
following were elected the 
Council: F, og Domone “Ws. S. 
Offset Ltd.), W. Gilchrist (Gilchrist 
a Ltd.), L. Holt (John Swain & 
Ltd,), Hood (Multi 


ED ( 
Machine Thy ‘Ltd. ), , HH. C. 
Hubner (Hubners Ltd.), Wad- 
dington (Leyton Studios tei) and 
R. E. Watling (Excell Offset 
Cantent’ Ltd.). 
a 


none C Price, ormer editor of 
Motor Cycle Cycle Export 
Trader, has x appointed press 
officer of the Villiers Engineering 
Co., Ltd., of Wolverhampton. 
* * * 


* * 
G._E. Rush has relinquished his 


Sor pe as ome manager 
the 7 Gazette & 
Despatch Ltd. W. Thorpe, 


deputy circulation ALF will act 
as circulation manager of the com- 


New members elected 
British Association of 
Editors include: John Hemmings 
(The Journal of the House of 
Mallinson), James S. Dall and 
Gisbert G 


Siddel Review), 


Miss J. Le y | 
(The Planet, pu jlished May 


Baker Ltd). ichard " 
Vacuum 


published by Bird & Co., rid), 


* — — 
executive in 
S. Crawf international 


dwision, left on Mondes on an 
extended tour to Vienna, Istanbul, 
Beirut and Malta. He will return 
on May 15 via Amsterdam. The 
purpose of the journey is to study 
markets in Austria, Tete. the 
Near East and Malta for several 
of Crawfords’ i. 
_ 


T Douglas has been 
hon. press representative 
charity performances of 
“The Frog” at the Scala Thea 
June 1-3, in aid of The Inv 
Children’s Aid Association. 
* * - 
w. P.R.O., Blackley 
Poy MR Society, 


has appointed blicity 
manager to the Cambridge Co- 
operative Society. 


Obituary 
Lucien Youn principal 
suddenly in 


director of the French edition of 
Vogue. 


* * * 
death has occurred of 
Edward Neil, assistant to the 
don works mana of Boro 
Billposting Co., at the age of 54. 
had i company for 
23 years. 
ie “a 
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B. J. Cox, works manager of 
- ~ - Gale & Polden Ltd. has been 
elected to the board. 
- gy ea et P| 
j Ce : (Associate 
} M Accessories 
' , eax * 
4 lowing year. J. MH. Halliwell (South 
Suburban Society), who has been 
‘ acting secretary for the past few 
months, is the new honorary secre- 
a tary, G. E. Page (Royal Arsenal 
onns ( 
Kedge (The 
Br Magazine), 
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Younger 


film advertising rates 


=== (ninute 22 ft ° 11/- 


per cinema per week 
‘actual showing time |5 seconds) 


@ Over |,000 Cinemas to choose from 


@ Average FILMLET Schedule 2/9d. per 
1,000 actual viewers 


@ Full Colour - Black and White 
Black and White with Colour 


@ Consecutive or Alternate Weeks 


50+ 25) 


per cinema per week 
‘actual showing time 33 seconds) 


Full details from :— 
DIRECTOR OF NATIONAL SALES 


YOU NGE » FILMS and— 


—FILMLETS— 


ALBEMARLE STREET - LONDON - * TELEPHONE: HYDE PARK 6593 
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Publications News and Notes 


The Overseas Trade Number of 
The I r reviews the British 
industries Fair in 50 pages. There 
are more 320 pages of adver- 
tising, a nape ieee in colour. 


Cigculation a“ the Daily T 
during April was 1,038, on 
copies daily. " 
a 
The Manchester Guardian on 
Monday devoted a page and a half 
to the return of branded margarine. 
Articles on production and 
ingredients of margarine were sup- 
ported by advertisements. 
© a ae 
The Financial Times “Annual 
Review of British Industry” will 
appear on June 18, It will be 
launched by a large press advertis- 
ing campaign. ‘ 4 


Health “ter All organised exhibi- 
tions of natural foods at West- 
minster and Birmingham | week. 

A ok 

First post-war weekl hd sy 
lished —y-y- Tess 
Freight to appear - June 


10. 
an * oa 
Trailer Publications Ltd. of 
Birmingham will publish, on May 
21, first issue Comm News. 
BY 
The 1954 issue of Ly pam 4 
Guide is the 80th. It has a oy 
designed cover in green gad Kn 
and certain a raphical 
aid clarit ease of oa 
The Guide's : three-times-a-year sup- 
plement has now been inaugurated. 


Oldham Chronicle celebrated 
on ay last Thursday. 


* 
Nearly” 200 guests 

dinner at bar og 

aataay « a 


A new iti paper ‘Somtat solely 
to » Shophtlieg been launched— 
The and Allied Trades 


Journal. It is a monthly selling at 
one shilling. 
Net om f the Daily _ ae i 
oO! in 
April soar 4,073 + oogies a day. 
The teat which ne. been ap- 
proached by the American Broad- 
casting Company wishing to “sign 
up” a budgerigar with a joomess 
vocabulary, was C Birds, w 
nsored the Exhibition of = 
irds at which the bird was shown. 


Cage Birds is one of the Poultry 
World Ltd. group of oe 
* 


Details of three forthcoming ad- 
vertising features in Picture Post 
have been announced—‘Heat and 
Li t in Your Home” (September 
25), “British Toys” (November 27) 
and the Christmas Gifts’ sections of 
three December issues. , 

ce oe 

The June issue of Homes and 
Gardens will be a Royal Ra 
souvenir number, = 188 
One hun will doveusd to 
advertisements, 23 in mul colour. 

ok 


* * 
al Return Number” of 


* 

attended a 
to mark the 

aie Panes 


The “ 
le to be published to- 
day ursday) will have 128 pages, 
of which are advertisements. 


TRAPINEX 


FOR TRANSFERS 


Service 


and quality 


Write or phone: TRAPINEX LTD 
176-188 ACRE LANE, BRIXTON, S.W.2 


BRIXTON 2057-8 


* * * 
Bristol publishers and pri 
John Wright & Sons Ltd., have 
equi a motor coach 


as a 
travelling library of medical books. 
* — oe 

Ruf 


ufus, aged seven, son 

inald Harris (Reginald Harris 
Publications Lid.), had a “highly 
commended” picture hung at the 
=e Royal Academy, Guild- 


* * . 


system 
hotels, clubs, 
bureaux, and Congas build- 
ings was inaugurat ve years ago 
ee of sites has increased 
to 


Redundant space ? 
Hull Planning Authority reports 
that preliminary examination of 
information provided by the out- 
door tes industry ay 
committee ests there 
“redundancy a advertising 
in several parts of the city. 
* * * 


Craigmillar & British Creameries 
Ltd. held a press y on Rigs | 
fo Speen Ser 

ran moreartns and Pi. 
for the baking industry. 

* * * 


_ Delegates to the National Associa- 
tion Outfitters’ Convention at 
Eastbourne next week—May 18 to 
20—will see on Wednesday a dress 
show of the latest men’s wear 
fashion, organised for the Whole- 
sale Clothin Manufacturers’ 
Federation and the Shirt, Collar 
and Tie Federation by Wright's 
Publicity. 
* * a 


Shell Petroleum Co. have issued 
a new enlarged edition of their 
series of motor touring booklets. 
Thirty-two countries are covered. 


Tree badge 


Graham Cherry, who last year 
handled the public relations of the 
Queen Elizabeth Coronation Forest 
Rradge has been awarded a “Tree 

in recognition of his ser- 
vices “to the causes that The Men 
of the Trees try to serve.’ 

* * * 


Elliott Advertising Ltd. have 
moved into larger premises in Bir- 
mingham. Their nev’ offices are in 
Manton Hcuse, 117 ‘Great Charles 
Street. 

* * * 


Newspaper and radio corres — 
dents who covered the Royal 

will be guests of Twentieth Century- 
Fox Film Co., Ltd., at the Carlton 
Theatre, Haymarket, on Monday 
for a screening of a section of the 
tour, photographed in CinemaScope. 

* * * 


The media, research and accounts 
departments of Masius & Fergusson 
Ltd. —~_. moved to 169 Piccadilly, 
London, W.1. 
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FILMS CAN 
AID SALES 


Instead of doing a selling job 
too many sales people still wait 
for the customer to come in and 
take the product away, and the 
motion picture and film strip 
could be very useful in correcting 
this state of affairs, B. W. Galvin 
Wright, of the central pene sn! 
department, Imperial emical 
Industries, told the British Sales 
Promotion Association. 

The business executive who 
found it necessary to impart 
important concepts to the public 
or to his own sales staff should 
find both the film strip and the 
motion picture extremely useful 
he said. 

Mr. Galvin Wright illustrated 
his talk with examples of both 
media as used by Electrolux, 
Hoover and Vacuum Oil. 


BDA branch in 


Southampton 


J. C. Piggott, of Boots Ltd., 
was elected first chairman of 
Southampton branch of the 
British Display Association, with 
Miss Windebank (Tyrell & Green 
Ltd.) as secretary and Miss Welsh 
(Frasers Ltd.) treasurer. 

Mr. Piggott spoke of the need 
for organised representation of 
display in the town, and said that 
the branch intended to keep in 
close touch with the Chamber of 
Commerce, the Publicity Club, 
and other trade associations, so 
that any special events taking 

lace such as shopping era 
Fes tivities or exhibitions could be 
supported with planned displays. 


Club news in 
brief... 


Annual age, Py _the Fleet 
Street Column will be held 
on May 31. . . . Among the visual 
aids for a talk to the Glasgow Pub- 
licity Club on “Atoms in the 
Home” by J. a. Atkinson was a 
Geiger counter . . An open 
“Monte Carlo” ni t was held at 
the last meeting o = year of the 
Publicity Club of A a te 
Rein Vogels, public relations 
director of the Royal Dutch Air 
Lines, addressed the 
Press Club in Dublin. . . . Closi 
date for the Publicity Club 
London “Advertising London” 
competition is next Monday, 
May 17. George French, who 
joined the Hull Club in 1927, on its 
formation, has retired from all Club 
activities on account of ill-health. 
He was chairman in 1935-36, presi- 
dent 1936-37, and treasurer for 
many years. 


New uses for new 
products 


Yesterday’ S tests peated | to to- 
day’s products be little 

ue, said Miss hylls Sarbutt 
who presided at a meeting of the 
domestic information bureau of the 
Good Housekeeping Institute. 
She said these were times of 
great technological change; new 


uses were always being found for 
new products. 
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Liverpool Echo 


uch the Largest Sale 
of any 
Provincial evening 


newspaper 
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AN ESSENTIAL ANNUAL 
EXPENDITURE BY THE LARGEST 
PURCHASING GROUP IN 
GREAT BRITAIN 


&1,500,000,000 


IS SPENT BY THE 
TECHNICAL READERS OF 


The Municipal Journal 
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Dolan Davis Whitcombe & Stewart Ltd. have used French artist Maurice 
Wolff for a new Canada Dry outdoor $6 sheet bs The first of the series 
is 


is now going up in selected 48, 64 and 9 s 
f Coast. Canada Dry is in ““Day-Glo” and the bottle in relief. 


on the Sout 


us sites in London and 


Giant furnishing 


accounts for Lytle 


a? ae F (Advertising) Ltd. 
Fm 4 —4- : 


Real hair on the 
showcard 


Four swatches of real hair are 
attached to a new showcard 
being used by Richard Hudnut 
Ltd. for their Light and Bright 
hair lightener. 

To tie up with press advertis- 
ing and existing — material 
Hudnut’s smiling ney-blonde 
girl has been featured. The 
showcard was Ses. by The 
Abbey Display 


CURRENT ADVERTISING AT A GLANCE 


Accounts 


SMARTS, JAYS, WOODHOUSE 
and CAVENDISH, national and 
southern regional advertising for 
C. J. Lytle (Advertising) Ltd. 

BERGEN LINE, Bd G. . 2 & 
Co., Ltd. ~~ 
national and mY press an 
class magazines. 

JOHN AITCHISON & CO., LTD., 
Edinburgh brewers of Aitchie 
beers, for Scott-Turner & 
Associates Ltd., who will be 
responsible for "trade and con- 
sumer research, merchandising 
and P.R. policy. 


MARCHON PRODUCTS LTD., 
blic relations account for Scott- 
urner & Associates Ltd., who 
already handle the advertising 
accounts. 


MASSUREX, made by Massurex 
Laboratories, for irst Inter- 
national Agency. Campaign us- 
ing provincial newspapers. 


SHAW MANUFACTURING CO., 
makers of tubular steel furniture 
and Merrymade Trading Co. Ltd., 
wholesale dress manufacturers, 
David Macaulay Advertising 


SHIPSTON HOUSES LTD., 
ducers of packaged aluminium 
houses for export, for Clark 
Matthew Business 
Organisation. 

METHYLATING CO., LTD., one 
of the Distillers Group of Com. 

ies, for Taylor Advertising 
td., who already handle other 
companies in the Group including 
British Industrial Solvents, 
Carbon rT. Co. and Honey- 
will & Stein Ltd. 


Campaigns 
BODY MIST, new deodorant, 


using 
large spaces —_y R—- —, —~ 
Mirror, Woman, Own, 


Vogue and trade press (W. S. 
Crawford Ltd.). 


KENWOOD STEAM-O- 
MATIC IRON, using Radio Times 
and local weekly newspapers (the 
Robert Freeman Co., Ltd.). 


CAMILATONE SYNTHETIC 
HENNA CR new roduct 
using Woman's Own, oman's 
Illustrated and trade press 
a & Gotch (Advertising) 


LUX TOILET SOAP using large 
spaces national and trade press 
featuring sculptures of film stars 
(the J. Walter Thompson Co.). 


OXYDENT DENTURE CLEAN- 
SER, formerly known as 
Kemdex, using national news- 

papers, Reader's Dist s and trade 

press to announce —_ 

and new packages (Greenlys Lid 


RADIAN, massage cream and lini- 
ments, ‘using national daily and 
Sunday newspapers, women’s 
magazines, loca tet org te n- 
fessional and aw hg we 
and Bese, ress & Rupert 
Curtis L 


K.L.G. SPARKING PLUGS using 
technical and motoring press, 
Punch, Reader's Digest and Men 
Only (Masius & Fergusson Ltd.). 


io SELF LOCKING 

LTD. using automobile 

canal aircraft engineering journals 

with full pages in two colours, 
starting June (Direct). 


WHITWORTH HOLDINGS LTD. 
using national campaign for their 


dried f —_ ee s 
cereals 1 Brepacked 
groceries “Godbolde Lan 


Bedding firm step 
up advertising 
Founded in 1897, Vono Ltd., 
one of the biggest bed and bed- 
ding manufacturers in the 
country, have done very little 
advertising. But recently they 
appointed Erwin Wasey and Co., 
Ltd, and a press campaign is 
now running in the Midlands 
featuring Anne Crawford and 

Michael Denison. 
Last week they held a press 
rty at their new Grosvenor 
reet showroom which has been 
designed by Dennis Lennon. 
W. H. T. Tayleur (Publicists) 
Ltd. organised the press party. 


Display aids must be 


used to advantage 


Dealers who use showcards and 
posters for packing purposes are 
rebuked in a leading article in 
Motor Cycle and Cycle Trader. 

“Few traders are better supplied 
with attractive sales literature 
than retailers in the cycle and 
motor-cycle trade,” the article 
states. “Unfortunately there is 
a minority of dealers which, 
probably because this display 
material is supplied free, fail to 
appreciate it at its full worth. 

“Modern colour printing and 
artists’ work, such as is used for 
most display material by cycle 
and motor-cycle manufacturers, 
is extremely expensive. Not to 
employ it to the best advantage 
is both wasteful and short- 
sighted. ” 


IIPA discussion 
group dinner 
The discussion group of the 
Institute of Incorporated Prac- 
titioners in Advertising held its 
annual dinner at the head- 
quarters of the Institute on 
Tuesday evenin A. C. Trous- 
dell ohn Had on & Co., Ltd.), 
outgoing chairman, presided over 
an attendance of about 50. The 
guests included Hubert Oughton 
and Drummond Armstrong. 


Benger leaves Longley 
Longleys & Hoffman Ltd. are 
relinguishing the accounts of 
Wrights Saddles, Benger’s Food, 
Benger Laboratories, and Dare’s 


LASGOW 

A. Maclean 

Exhibition.” 

Pusticiry CLUB OF ABZRDEEN. 

Provost's luncheon, Caledonian 
12.50 p.m. 


Lord 
Hotel, 


» May 20 
Pusuicrry Cius oF Lezps luncheon 
Drummond Arm- 


mecting. 
strong. 


Speaker : 
ay ® Northern Hotel. 


Inisi ADVERTISING AND PUBLICITY 
Galway (until Mon- 
day, 2). 


ADVERTISER'S WEEKLY 


How Advertising 
made this girl 
—an addict 


Last year's advertial 
Digby Wills | for A. & BC. wing 
Gum earned hi h praise from the 
client for ‘inducing in child 
exactly that feeling of ungenc y 
expectancy which the selling of a 
product of this nature requires.’ 

A main feature of the adver 
ing was an album to contain 
cards given away with the 
Some measure of the success o 
campaign is given by the fact that 
over a quarter of a million children 
wrote for the album pocame 
loyal customers for A. & BO. 
Chewing Gum. 


[ewHaT SHER HOBmy? 


Four of the siz ‘frames’ that comprise 
one D.W. advertisement in comics. 


If you feel that help “to, and logical 


advertising will gt you 


— we ought to 


Agni i Koen 
ng gum 
shotherton ‘basic chemicals 
John Gardner industrial catering 
Harkers veterinary remedies 
Hormoneza animal food 
Kenya Coffee 
lympta typewriters 
aD handknitters 
Grou 


Petaion prefabri cated butldtngs 
UCP. by -e. 


Digby Wills [td 


for shrewd 
fresh advertising 
113 High Holborn, W.C1. CHA @11 
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‘We want media in 
plentiful supply’ 


ISBA PRESIDENT’S ADDRESS IN SCOTLAND 


A HARD-HITTING REPLY TO AN M.P.’S ATTACK 


ON 
BURTON, PRESIDENT, 


ADVERTISING WAS GIVEN 


BY ELIOT WAR- 


INCORPORATED SOCIETY 


OF BRITISH ADVERTISERS, IN A TALK TO THE 


+ to advertising 
Advertising is defended by 
J, P. Van den Bergh, chair-? 
man of Van den Berghs and; 
Jurgens Ltd., in his company’s | 
annual report, ; 
He said: “The object and the} 
effects of national advertising ¢ 
are sometimes misunderstood { 
and I think I should say that, 
were it not for brand adver- 
tising of a weight capable of 
creating a regular demand at 
a very high level, it would 
produce 


not be possible to , 
our brands by the more 
economical production 
methods and it would not be 
possible to sell at the low 
prices at which we are making 
them available to the con-} 
sumer.” : 


Brylcreem awards 
for cricket 


The makers of Brylcreem are 
to present four silver cups and 
four 100-guinea cheques for the 
best performances in first-class 
cricket this season, Awards will 
be made for the fastest century 
and the best bowling, fielding 
and wicket-keeping. 

The authoritative panel that will 
administer the scheme and award 
the prizes consists of Norman 
Preston (editor of Wisden) as 
chairman, with Leslie Ames, Bill 
Bowes, George Duckworth, Patsy 
Hendren, and Bagenal Harvey. 

At a get-together perty given 
by George Royds (chairman of 
G. S. Royds, Ltd., agents for 
Brylereem) at Brown's Hotel last 
week, the guests were welcomed 
by A. E. V. Houchen (managing 
director of Brylcreem). Norman 
Preston said that he regarded the 
decision to present the awards as 
the finest thing that had been 
done for cricket for a very long 
time, 


ILLUSTRATED 


NEWSPAPERS 
Group trading een rr Illus- 
trated New rs Ltd. for the year 
ended Noviaiber 30, 1953, after 


all charges but before taxation, was 
£494,076 (as compared with 
£463,638 for the previous year). 

Dividend on Ordinary shares is 
again 3 per cent. 


SOCIETY’S SCOTTISH SECTION LAST FRIDAY. 


This M.P., he said, had seemed 
to attribute most of our modern 
discomforts to advertising and 
wanted Parliament to limit all 
advertising by legislation. Yet 
he was the head of a firm that 
sold £500,000 worth of goods 
a year in a highly competitive 
market! If our business leaders 
held such views, how could 
British business hope to keep 
going in this modern world? 

“We want advertising media to 
be in plentiful supply, because 
competition brings down prices 
and increases efficiency. Good 
advertising not only makes pro- 
ducts known and brings down 
costs; it is a guarantee of 
quality,” proclaimed Mr. War- 
burton. 

Referring to commercial tele- 
vision, he said: “The LS.B.A. 
took no stand for or against its 
introduction, but, since it was 
Government policy to create it, 
the Society, in close collabora- 
tion with the Institute of Incor- 

rated Practitioners in Advertis- 
ing, has pressed strongly for a 
well organised service, which will 
be valuable to advertisers by 
supplying what the public reall 
wants. e have reason to thin 
that the advice that we have 
tendered to the Postmaster- 
General has been found helpful.” 


Safety poster 


rumpus 


H. H. Mallatratt, 
British Poster Advertising 


secretary, 
Associa- 
tion, has written to the Minister of 
Transport contradicting the state- 
ment made in the House of 
Commons by James Hudson, M.P., 
that the Association had at any time 
been approached by utler, 
Mitchell & Butler, the Midlands 
brewery firm, about road safety 
posters. 


SB. of 
Beaverbrook Newspapers, presents 
the “‘Evening Standard” trophy to 


Robertson, chairman 


Sam Bartram, captain of Chariton, 

who won the five-a-side football 

tournament at Empress Hall, 
London, last week. 


Co-op national ad 
fund proposed 


A proposal that Co-operative 
Societies should make a definite 
allocation to permit the national 
advertising of Sees per 
ciples and practices was made by 
David Shaw, general manager, 
St. Cuthbert’s Co-operative Asso- 
ciation, at the annual meeting of 
the Co-operative Publicity 
Managers’ Association in Edin- 
burgh. 


CO-OP EXHIBITION 

The London Co-operative 
Exhibition, to be held at the 
Festival Hall, June 28 to July 3, 
in connection with the Inter- 
national Co-operative celebra- 
tions, is sponsored by the London 
Co-operative Society. x 

They are responsible for a num- 
ber of stands, and the other ex- 
hibitors are the two Co-op 
manufacturing groups—C.W.S., 
and Scottish C.W.S.—the Co- 
operative Press and the Co- 
operative Insurance Society. 


Munt leads Market 
Research Society 


Har Munt (Unilever Ltd.) 
was clected chairman of the 
Market Research Society at the 
first annual meeting following the 
Society's incorporation. 

There are now 164 members 
(67 full, 97 associate) as against 
114 a year ago. The report 
states that there is great interest 
among members on the question 
of Standards. 


‘Artist in Advertising’ lectures 


The Wolverhampton College 
of Art have organised a series of 
six lectures under the general 
heading “The Artist in Adver- 
tising.”” The course has attracted 
students from many Midland 
schools of art, members of the 
neighbouring publicity clubs, and 
practising artists and advertising 
personnel. 

First of the lectures was given 
last Wednesday, May 5, when 
Eric Ferguson, London art direc- 
tor of the J. Walter Thompson 
Co., Ltd., talked on “Typography 


in Advertising.” The second 
talk followed last night (Wednes- 
day), when Kenneth Lamble 
lectured on “Design and the 
Pack.” 

The four remaining lecturers, 
who will follow each other at 
weekly intervals will be: Hans 
Schleger, on “Visual Communi- 
cation”; James Holland, on “The 
Work of the Agency-employed 
Designer”; H. Winter, on “En- 
graving and Diestamping”; and 
PF. H. K. Henrion, on “Poster 


May 13, 1954 


Government 


face TV Bill 


amendments 


_Conformity with the Merchan- 
dise Marks Act, the banning of 
gift schemes, and the relationship 
of advertisers and agents to the 
programme companies figure in 
the spate of amendments to the 
Television Bill. 

Sponsored by Mr. Gammans, 
Assistant Postmaster-General, and 
therefore enjoying Government 
backing, is an amendment to 
prevent the offering in  pro- 
grammes of prizes of “ significant 
value.” 

Certain t of publicity 
documentary films appear to be 
the subject of another amend- 
ment, also sponsored by Mr. 
Gammans, which seeks to permit 
items consisting of “factual por- 
trayals of doings, happenings, 
places, or things” which are 
hig = for inclusion by reason 
of their intrinsic interest or in- 
structiveness and do not comprise 
an undue element of advertise- 
ment.” The same amendment 

roposes that nothing shall be 

nned “merely because it is 
related in subject matter to the 
rest of the programme.” 


Opposition proposals 

An Opposition amendment 
seeking to ensure that misde- 
scription of goods contained in 
the advertisement shall come 
within the Merchandise Marks 
Act is put down in the name of 
Miss Elaine Burton and G. R. 
Mitchison, Q.C. 

Other Opposition amendments 
seek to prevent any persons con- 
nected with advertising agencies 
—or with advertisers in the pro- 
grammes—from having any 
connection whatever with the 
programme companies. In the 
Bill as originally drafted, it was 
ae ago to prevent such persons 
rom having control of pro- 
gramme companies. 


COMMERCIAL TV 
COMPANY FORMED 


Two Scottish business men with 
interests in the cinema industry 
have formed a commercial tele- 
vision company. They plan to 
build a TV-radio station big 
enough to serve all Scotland. 

e company is Caledonian 
Broadcasting Services, Ltd., and 
the men directing it are: Robert 
Wotherspoon, Inverness solicitor, 
hotelier and business man; and 
lain Tennant, landed proprietor 
and son-in-law of the Earl of 
Airlie. 


‘SALOTE’ IN THE SKY 


Neon Rentals Ltd. have ob- 
tained permission from Queen 
Salote of Tonga to name one of 
their new aircraft “Salote.” 

Subsequently the aircraft will 
be used for advertising purposes, 
carrying a slogan or brand-name 
in neon lights. 
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COMPANY MEETING 


ADVERTISER'S WEEKLY 


-Kemsley Newspapers Ltd. 


VISCOUNT KEMSLEY’S ANNUAL REVIEW 


The 30th Annual 
Meeting of Kemsley Newspapers 
Limited will be held on May 27, 
1954, at Kemsley House, London. 
The following is an extract from 
the statement of the Chairman, 
the Viscount Kemsley, circulated 
with the Report and Accounts 
for the year ended December 31, 
1953, to be submitted to the 
Meeting. 

I had hoped that before now 
control would be at an end and 
that we should be free to order 
as much newsprint as we 
required. The attitude of the 
Government has not been wholly 
sympathetic and it is difficult to 
appreciate why the small amount 
of additional exchange necessary 
to give freedom to newspapers 
is accorded such a low priority 
in Treasury calculations. 


The “Sunday Times” 


The record of our publications 
is one of progress during the 
year. In particular this is evi- 
dent in the Sunday Times on 
which once more I am able to 
make a favourable report. This 
newspaper has during the year 
taken the initiative in many 
important and interesting direc- 
tions. recognise that 
contemporary conditions are 
changing and that, particularly 
amongst the younger men and 
women a new spirit of inquiry 
and interest is abroad, To that 
spirit the Sunday Times has re- 
sponded and has broadened its 
appeal without relaxing for one 
moment its determination to be 
above all accurate, authoritative 
and fair. In the result its circu- 
lation during 1953 has increased 
by nearly 50,000. In 1954 the 
rate of increase so far is even 
greater. Recently the selli 
price has been reduced from 
to 34d., as was stated in the issue 
of April 4, in order “that the 
paper may be available to an 
even wider public.” As was then 
said also, “A gratifying feature 
of the increased circulation is 
the growing number of younger 
as well as older people seeking a 
Sunday paper which discusses 
contemporary problems in a 
frank and balanced manner.” 
I am proud of the position of 
the Sunday Times as the leader 
in its class, I am sorry only 
that limitations of newsprint 
prevent an increase in its size 
and thus compel us, having re- 
gard to editorial needs, to dis- 
appoint many advertisers who 
seek to use its valuable columns. 

During the year, it appeared 
that a balance of advantage lay 


General 


in printing and publishing the 
Sunday Graphic in London 
rather than in Manchester. 
Arrangements were made accord- 
ingly and to that fact can, | am 
sure, be attributed much of the 
encouraging progress of the 
circulation of the Sunday 
Graphic. 


Provincial Papers 


The assured position and the 
steady progress of our provincial 
newspapers is a source of great 
strength. There can, I think, be 
no doubt that, in the localities 
in which they circulate, our pro- 
vincial newspapers, both morn- 
ing and evening, are Yenerally 
regarded as most trustworthy 
sources. of information, quite 
apart from the fact that they 
alone can include any compre- 
hensive content of local news. 

In Manchester, where competi- 
tion is, I think, keener than in 
any other area, the degree to 
which both the Daily Dispatch 
and the Evening Chronicle have 
improved their positions is most 
gratifying. 4 

The Daily Dispatch has a 
circulation much higher than 
that of any morning paper pub- 
lished wholly outside London. 
A great area like Lancashire 
and the North-west requires a 
popular morning newspaper de- 
signed to serve its special require- 
ments 2nd the Daily Dispatch 
fills this role. The Evening 
Chronicle which covers Man- 
chester and an important area 
beyond has undoubtedly during 
the year increased its popularity 
among women and the younger 
generation. Its extended appeal 
has had a favourable influence 
on its circulation. 

During the year Mr. Michael 
Renshaw was elected to the 
Board and you will be later asked 
to confirm his appointment. Mr. 
Renshaw has been associated 
with the Company for over 20 
= and in recent years has 

n the Advertisement Manager 
of the Sunday Times. He has 
now been appointed Advertise- 
ment Director of the Group thus 
freeing Mr. Ewart Berry for 
General Managerial duties. 


Readership Research 

We have devoted special atten- 
tion during the year to the 
requirements of our advertisers 
and the advertising agents. Ad- 
vertising agents no longer cal- 
culate merely in terms of 
circulation. They are concerned 
with the areas in which news- 
papers circulate, with the homes 


into which they go, and with the 
buying potential of the readers 
they command. As part of the 
reorganisation of our advertise- 
ment department we have insti- 
tuted a research organisation. 
This organisation has already 
conducted researches into the 
readership of some of our news- 
papers and these researches will 
continue and extend. 

We can say that our relations 
with the Practitioners of Adver- 
tising, as is the correct descri 
tion of what are more commonly 
known as the advertising agents, 
continues to be of the friendliest. 
Their professional status becomes 
both more sure and more 
deservedly so each year. We 
have the highest admiration for 
their work and we shall, we 
hope, remain in fullest and 
closest co-operation with them. 


Tribute to Newsagents 


No less do we appreciate the 
a Se aga of the newsagents, 
wholesale and retail. They have 
in these days to calculate the 
requirements with more and 
more exactness. 

Last year I announced our 
acquisition of control of Pitkin 
Pictorials Ltd. The Coronation 
and its attendant celebrations 
provided this subsidiary with an 
opportunity which it seized with 
skill and success to produce a 
series of publications which 
gained an immense sale and 
served a useful purpose. 

The progress of the Queen and 
the Duke of Edinburgh on their 
inspiring tour of the pire has 
excited eager and _ patriotic 
interest both at home and 
abroad. It was in natural 
sequence, therefore, that a per- 
manent record of the tour should 
be preserved in a series of Pitkin 

ublications. These publications 

ave, as might be expected, met 


with a large and enthusiastic 
dema 


nd. 

The policy of the recruitment 
and training of young journalists 
and of graduate entrants to the 
profession which we undertook 
as soon as possible after the war 
is now beginning to bear fruit. 

We may take modest pride in 
the words used on March 26 in 
the Times Educational Supple- 
ment in an article referring to 
the new system of training now 
being developed within the pro- 
fession. “One of the pioneers,” 
it read, “in this progress was Lord 
Kemsley who within his Group 
of newspapers in London and 
throughout the provinces, estab- 
lished an ‘editorial training plan’ 


long before the Royal Com- 
mission on the Press drew the 
attention of the public to the 
need for improving the process 
of recruiting and training press- 
men, and it is a compliment to 
him that the scheme now 
launched does in its essentials 
closely resemble the original 
Kemsley Plan.” 


Empire Journalists 

We have again welcomed those 
selected by their respective 
Dominions to spend a year in 
this country as holders of one 
of the Kemsley Empire Journalist 
Scholarships. I continue to 
receive from those who have 
been here in past years most 
encouraging letters assuring me 
of the value their period under 
our wgis has been to them, and 
again I should like to thank all 
those many distinguished men 
and women in all walks of life, 
in politics, the Church, the 
Services, Industry, the Trade 
Union movement, and others, 
who so willingly have given their 
time to enable these visitors from 
the Dominions to learn in their 
year's stay as much as possible 
about the significance and mean- 
ing of every aspect of life in this 
country. 

I would never wish to end my 
annual Statement without paying 
a tribute to the employees of the 
firm. I think that, more than 
ever, the general body of our 
employees recognise that on 
them rests a great responsibility 
for the continued success of our 
organisation. Let me express 
our thanks to the staff as a whole 
for their loyalty and keenness 
oo the year, 

The present year has opened 
encouragingly. The abandon- 
ment of controls and rationing 
has brought back many organisa- 
tions into the field of advertising 
and the prospect at the moment 
is good. Nevertheless, it would 
be rash as yet to interpret the 
outlook as “set fair.” As Mr. 
Butler indicated in his Budget 
y mao while there is no evi- 
lence of a serious recession in 
the United States and while we 
appear to be insulated to a 
greater extent than seemed 
possible a year or two ago from 
trans-Atlantic influences, it is 
necessary for us to keep our 
weather eye open. We must, 
therefore, not let confidence 
overcome our caution. With that 
proviso I view the affairs of your 
Company for the present year 
with a greater degree of 
optimism than I have been able 
to do in recent years. 
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ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENT 


RATES: APPOINTMENTS VACANT, 3s. 64. per line, 40s. 
APPOINTMENTS WANTED, 3s. per line, 35s. per Guster panel 
pe y 24g BI Fy Minimo, 3 ines. 


charge, one line plus 9d 
under 


inch. All other 


seven 
Weekly,” 180 Fleet Street, London, ECA. CHAmcery 8844 (Ex. 25). 


APPOINTMENTS VACANT 


372 


One where ability and 
application will earn you 
promotion? Where your 
interest in the mechanics of 
production has full scope? 
Where an orderly mind is 
a help? And where you 
won't feel stuck-in-the-mud ? 


If that’s what 
tween 21 ai 


What’s your idea of a good job? 


ou're looking for, and if you are 
25, with agency experience, write to 


S. H. BENSON LTD., KINGSWAY HALL, W.C.2 


One where you earn a good 
and progressive salary? With 
2 weeks paid holiday this year, 
if you join before the end of 
May? Where there’s a keen in- 
terest, and kindred spirits, in 
almost every kind of sport. 
In short a job at Bensons? 


copy despatch, blocks, etc. ite 


required to 
Box 7520 J Ad, Weekly 180 Fleet St BC4 


A JUNIOR girl is required in the Chart- 
ing Department of a Marker Research 
Company in the West End, Experience 
is not essential but natural neatness 
and accuracy and an interest in visual 


CONTACT 
EXECUTIVE 


The man we are seeking is 
between 26 and 30, is already 
a responsible agency executive, 
capable of planning merchan- 
dising promotion and advertis- 
ing campaigns, putting his plans 
on paper and following them 
through. He must be able to 
inspire the creative department, 
be prepared to accept responsi- 
bility, must not be above detail 
work and should approach 
clients and directors ‘with’ 
not ‘for’ decisions. 

Write giving your reasons 
why you think you are right 
for the job, marking your 
envelope ‘EXECUTIVE.’ 


LEGGET 
NICHOLSON 


17-19 Stratford Place 
London, W.1. 


, Pension scheme 
Box 7521 Ad, Weekly 180 Pleet St BC4 


SECRETARY REQUIRED for Advertis- 
ing Manager of progressive motor 
accessory Company. Prefezably with 
previous experience in similar capacity 
or with an Advertising Agency, An 
——— job in a lively office. Pive- 

week, etc, Please write for 
) ~ to Advertising Manager, 
Trico-Polberth Lid., Great West Road, 
Brentford, Middx. 


YOUNG 
LETTERING ARTISTS 


with some Studio or Agency experience 
are invited to write, phone or call (with 
specimens) 
STUDIO MANAGER 


Cc. P. WAKEFIELD LTD 


153 FLEET STREET Tel: CEN 4588 


ADVERTISING DEPARTMENT requires 
young man with initiative and some 
experience in manufacturers’ advertising 
routines to assist in general running of 
department and 1 liaise with agency. 
Excellem opportunity for right appli- 
cam. Write, giving full details, two 
Sales Director, ie Radio Ltd,, Park 
Royal Road, N.W.10. 


OPPORTUNITY FOR 
Young 
Fashion Writer 


Notleys require an assistant with 
editorial or copywriting experience 
to work on a well-known fashion 
account. 


Applications, in writing, to : 

CECIL D. NOTLEY 

ADVERTISING LTD. 
15 Hill Street, W.1 


LONDON TRADE magazine 
publishers require combined Classified 
and Circulation representative, Good 
salary, commission and expenses. Pre- 
rience an advantage. = 


vious ex 
Box 7 Ad, Weekly 180 Fleet St 


"Phone your Classifieds 


MAN required for City 

Advertising Agency, with complete 

knowledge ot block production and 

of iling delivery of 

“Copy” to press from schedules. First- 

class prospects for suitable man of 
attaining executive position. Write 

Box 7527 Ad. Weekly 180 Pleet St BOS 


May 13, 1954 


APPOINTMENTS VACANT 


Interesting 


and Permanent 


Vacancies 


in the Publicity Department 
of a large London 
publishing organisation 


Production Manager 

A responsible position involving 
the handling of a large volume of 
advertisements and printed matter 
through all stages of production. 
Essential qualifications are: a 
wide knowledge of all printing 
processes, quick and competent 
typographer and expert proof- 
reader. Some creative ability a 
distinct asset. 


Senior Visualiser 
Capable of maintaining a high 
standard of modern presentation 
in press advertisements, posters, 
colour brochures, etc., on a wide 
variety of subjects. 


Junior layout artists, 
to assist and work as team with 
existing senior visualisers. Art 
school trained, preferably with 
some publicity experience. Good 
opportunity to gain wide practical 
experience. 


Please include full details of experience 
and salary required and indicate the 
position for which you are applying. 


BOX 7546 
Advertiser’s Weekly 180 Fleet St EC4 


to CHA 8844 (Ex 25) 
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‘CLASSIFIED ADVERTISEMENTS 


ACCOUNT 
EXECUTIVE 


We are looking for an enthusiastic, 
experienced ACCOUNT EXECUTIVE 
to help in the development of a 
progressive West End Advertising 
Agency. The man we seek will 
be well versed in advertising 
practice, keen to co-operate as one 
of a team, and set in furthering his 
own prospects in line with ours. He 
will receive the fullest backing, a 
good salary with participation in 
profits, and a Directorship will be 
considered after an initial *‘get- 
together’ period. All members of 
our organisation are aware of this 
advertisement. Write in strict con- 
fidence, giving fullest possible 
information, to Managing Director, 


Box 7518 
Advertiser's Weekly 180 Fleet St EC4 


PRODUCTION MANAGER required by 


medium-sized West End agency, to 
take complete charge of production 
department. He may at present be 
No, 2 in a larger agency. Scrupulous 
accuracy and an ability to keep in time 
with a rapidly expanding trnover are 
ag — Pull detaile of age, experi- 
present situation and salary two 
3 "7522 Ad. Weekly 180 Fleet St BO4 
WANTED LONDON FIRST-CLASS 
RETOUCHER AND GENERAL 
STUDIO MAN. Picase reply to 
Box 7528 Ad. Weekly 180 Pieet St BC4 


EXPERIENCED CLERICAL ASSISTANT 


wanted for managing director. Short- 
hang typing, bookkeeping, etc., malic 
or , female. Harwood Pres, West 


APPOINTMENTS VACANT 


373 


2 TRAFFIC MEN 


Age 24 to 28 required immediately for busy department. 

To work closely with Account Executives and Depart- 

mental Managers. Production experience essential. Must 

be able to control flow of work to meet press dates. 
Write or phone, 

Traffic Manager, Alfred Bates & Son Ltd. 

130 Fleet Street, E.C.4. Phone: CENtral 8831 


AY 


ACANCY OCCURS on Leading 
National Weekly Paper ia. BC. Circu- 


lation) for a young Advertisement 


classified and semi-display space. 
position offers responsibility as Manager 


of the deparument. 


Apply in yO 


Box 7563 Ad. Weekly 180 Fleet St BC4 


Leading technical publica- 
tion require part-time 


Box 7497 
Advertiser's Wevkly 180 Fleet St EC4 


Midlands Advertising 
Representative 


TORS required, 


SILK OPERA 
must be fully experienced in all types 
of sitk screening and stencil cutting. 
Good wages for right men, Holidays 
arranged for this year. 


Box 75 


36 Ad. Weekly 180 Fleet St BC4 


WE ARE LOOKING FOR A MAN who 


is keen on checking interesting full 
colour advertisements and able to main- 
tain records. This is so ordinary 


minster. te to 
Bog 7448 Ad. Weekly 180 Fleet St BC4 


CREATIVE a ow 


LEADING ADVERTISING AGENCY 


invites applications for a position as 


Account Executive 


He should be between 28 and 34 years of age, 
with a sound agency training, followed by at 
least three years on the account executive side 
of an agency—and able to meet clients’ require- 
ments with tact and efficiency. A public school 
and/or university education and the ability to 
“get on with people” 
those with the right background and training 
will be considered. Salary by arrangement. 
The future is open for development by a man 
with energy and ambition. 


are important. 


Apply with full details to: 


Box 7516 
Advertiser's Weekly 180 Fleet St EC4 


Only 


The new Joba Collier organisation 


requires 


Men of biti xperh 

invited to submit = in hid 

This organisation controls over 400 retell 
stores, and offers on attractive future to 
Young Men of personality and initiative. 
Write, giving deteils of experience and 
salary required to: 


The Secretary, 
PRICES TAILORS LIMITED 
Cardigan Crescent, Kirkstall Road, 


LIVE-WIRE 
MEN 


NORTHERN ADVERTISE- 
T REPRESENTATIVE. Young 
man required for leading wade journal 
in display ficild. Permanency tw muic- 
cessful applicant who would be based 
in Manchester to cover North England 
and Scotland. Minimum remuneration 
on four-figure scale. First-class cre- 
dentials essential, and good connection 
an advantage. Full details of age, 
previous experience, etc,, 
Box 7534 Ad. Weekly 180 Fleet St BOS 


ADVERTISING DEPARTMENT 
requires male assistant, who has completed 
National Service Excellent prospects, 5-dey 
week, Superannuation, Canteen facilities. 
Write fully, ege, experience and salary 

required to Advertising Manager, 
MENTMORE MANUFACTURING CO. LTD. 
PLATIGNUM HOUSE, TUDOR GROVE, LONDON, E.9 


LETTERING ARTIST, 
layout an advantage, for small studio. 
Pieet Street — ae atmo - 
sphere. Five-da 
Box 7523 Ad. Weekly 180 Peet St BOS 


TYPIST-ASSISTANT 
for ADVERTISEMENT DEPARTMENT 
rel REVIEW 


Developing high quality journal needs extra 
help (either sex) which will consist of quick, 


Office Manager, Federation of British 
Industries, 21 Tothill Street, $.W.1 


PRINTERS’ ORDER CLERK, 
female, required City of London. 


male or 
i young trainee, cither scx. 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


a senior 
creative man 


is required by the 
McConnell Association of 
Companies. Able to originate 
and interpret sound selling 
ideas in slick layout form for 
client presentation. Agency 
experience essential. Inter- 
view London, Derby, Colwyn 
Bay or Dublin. Intended 
location Colwyn Bay, but this 
is subject to discussion for 
the convenience of both sides. 
Salary commensurate with 
ability. Write in first instance 
giving details of experience 
and salary required to 
Director & General Manager 
McConnell’s (London) Ltd. 

St. Stephen’s House, 
London, 8.W.1 

ASSISTANT IN OFFICE of busy firm 


of general letterpress printers required, 
pable of undertaking estimating, cost- 


ct., wo 
fos “Tin Ad, Weekly 180 Pleet St BOS 
GOVA LIMITED require a keen ny 
male artist/designer with experience wo 
—— packaging — and display studio 
Amersham. 


Please write in detail, stating experi- 
ence, apt and salary = ey 
specimens required initially) 
Manager, Goya id, Bad - 
Court, Amersham, Bucks. 


CLASSIFIED 
ADVERTISEMENT 
MANAGER 


Applicants must be young and 
have practical ideas for developing 
small advertisements. 

The appointment offers a wonderful 
opportunity for someone with 
initiative and drive. 

Write giving fullest details dS experi- 
ence, present appointment and salary 
expected in confidence to: 


Box 7616 
Advertiser's Weekly 180 Fleet St EC4 


retouching, 

Write giving details 

and salary requi 

Box 7529 Ad. Weekly 180 Pieet St BOS 
YOUNG GENERAL ARTIST required 

by mall Advertising Agency, 5.W.1 

district. — [ , brief _feraila of 


‘ospects, canteen. 
Box 7532 Ad, Weekly 180 Pleet St BCS 


‘Phone your Classifieds to CHA 8844 (Ex 25) 


fox 1526 Ad. Weekly 180 Plee 
Box 7524 Ad. Weekly Fleet St BOS 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


PRODUCTION 
ASSISTANT 


required 


Experienced in handling all stages 
of mechanical detail, required to 
work on National and Technical 
Accounts. Holidays will be 
arranged. Apply in own hand- 
writing for interview, giving details 
of age, experience and salary to 


PERSONNEL MANAGER 


Clifford Martin Ltd. 
Piccadilly House, 
Piccadilly Circus, 

London, S.W.1 


CAL ARTISTS required for 
Publications Department, An intcrest- 
ing and varied work programme calls 
for ability to produce first-class perspec- 
tives in line and half-tone from 
blue-prints and personal investigation. 
Working conditions are. excellent, the 
surroundings congenial and the positions 


permanent. Pension and assurance 
schemes exist and actical assistance 
with housing will given, Apply, 


stating age, experience, salary required, 
and quoting Ref, AW/6 w the Person- 
nel Officer, Saunders-Roe Lid,, 


East 
Cowes, LW, 


AMBITIOUS YOUNG MAN, National 
ondon 


office of wade paper. Shorthand an 
Box 7533 Ad, Weekly 180 Fleet St BC4 


CLASSIFIED ADVERTISEMENTS 


Situations Vacant: “The engagement of persons answering these advertisements must 
be made through « Local Office of the Ministry of Labour or a Scheduled Employment 
the applicant is a man aged 18-64 inclusive or woman aged 18-59 inclusive 
ps4 . 


she, of the employment, ts cepted from the provisions of the 
Notification of Vacancies Order 1952.” 


ARTISTS 


Required for preparation of pictorial colour designs 
for cinema screen advertisements. 
ALSO 


LETTERING/LAYOUT ARTISTS 


for = visuals in pencil. Ability to suggest captions 
ir : 
EXPERIENCED applicants please telephone 
STUDIO MANAGER 
THEATRE PUBLICITY LTD. 


LADY ASSISTANT to Account Execu- LAYOUT ARTIST required for Agency 
tive required by W. London Agency. Studio, experienced particularly in 
A sound knowledge of production is Visuals and Roughs for press work. 
essential plus keenness and ability to Only first-class man considered. we 
work on own initiative. The position or call to see Art Director, W. 
offers plenty of scope to the right Hopwood & Co., Lid., 67a, Mosley 
person for learning and progressing Street, Manchester, 2. 


with a friendly team in a growing 
agency dealing mainly with Trade and 

Technical accounts Piveday week. A Thoroughly Experienced 
om reo tees || BUBLICITY 
8.W.7. 


Write only initially stating age, ex- 
Agency secks young man with good 
is wanted by engineering firm 


Agency experience of production for 
on Merseyside. Must possess 


salary per annum. Phone 
WEL beck $769; 


CREATIVE Organising ebity ent 
TYPOGRAPHER 


WANTED 


Modern outlook . . 
instinct for enterprising letter forms 
in design for advertising. Must be 
able to produce finished layouts show- 


ing type selections. FINISHED ARTWORK and 
LETTERING. Experience of 

Retouching an advantage. 

Telephone for an appointment Good prospects and conditions. 


GENERAL MANAGER'S OFFICE 


McCann-Erickson Advertising Ltd. 
BRETTENHAM HOUSE, W.C.2 
TEMPLE BAR 6600 


print and press advertising. Capable 

of handling production department 

work tar supervision. Commencing 
experience in preparation of 
catalogues, planning advertis- 
ing and general publicity 


Only men of high calibre 
need apply, stating age, ex- 
perience, salary. 

Box 7480 
Advertiser's Weekly 180 Fleet St EC4 


SILK SCREEN OPERATOR, fully ex- 
perienced, able to take charge of own 
department. Good wages and bonus 
scheme for suitable applicant. Holidays 
can be arranged this year. 

Box 7537 Ad. Weekly 180 Fleet St BC4 


oo TWO GENERAL 


ARTISTS 


required by 
A.T.A. ADVERTISING LTD. 


Holidays this year considered. 
Ring GROsvenor 6744/5/6 
or write 


141 NEW BOND ST., LONDON, W.1 


SECRETARY - SHORTHAND /TYPIST, 
experienced and not under 25, required 
by Editor of technical journal, Know- 
ledge of modern filing systems desirable. 
Pive-day week, Good prospects. Write, 
stating age, salary required, etc., to 
Box 7555 Ad. Weekly 180 Fleet St BC4 


‘Phone your Classifieds to CHA 8844 (Ex 25) 


May 13, 1954 


APPOINTMENTS VACANT 


Leading engineering 
company requires 


Assistant to 
Publicity 
anager 


je ol ‘= offering 
young pro- 
y mo ag om. He must ave 
agency or advertising ex 
ence, and a sound know 
of print production, blocks, 
artwork. Some layout ability 
would be an advantage. Age 
25 to 28. A senior job fora 
go-ahead man. 


Technical 
Writer 


A young writer, who can put 
technical data into simple 

terse, clear English, is wanted 
to gk on engineering pub- 
lications, editorial publicity, 
house organ, etc. An inter- 


esting, varied job 
Write giving details of experi- 
ence, lities, age, present 


job and salary required to: 


The Personnel Officer, 
WOODS OF COLCHESTER LTD., 
Braiswick Works, Colchester. 


TECHNICAL WRITER REQUIRED 


by 
publications department of large en- 
gineering company for service manuals, 
parts lists, etc. Some knowledge of 
similar work with engineering firm 
essential. Five-day week. West Lon- 
don area. a age, experience and 
salary required 
Box 7486 Ad. Weekly 180 Fleet St BC4 


HUGH WHITE STUDIOS, 6 Cavendish 


Square, W.1, require first-class Fashion 
Artists. Only those with at least three 
years’ studio experience need apply. 
Telephone LAN 3902 for appoinunent. 


RETOUCHER 


required 


Existing holiday arrangements 
sympathetically considered 
Write or ‘phone : 
BATESON & STOTT 
45 St. Paul's Churchyard, E.C.4. 
CENtral 2664 


who is capable of conceiving forceful, 
readable copy for prestige brochures 
and like print jobs for technical and 
consumer accounts. This copy must 
be supported by firm, “post-contem- 
porary” ideas on layout and gencral 
approach shown in scamps. A 
good salary will be paid and the even- 
tal position within our organisation 
is commensurate with the ability of 
the successful applicant. Write full 
details of age, experience and salary 


required, in strict confidence, to 
Box 7482 Ad. Weekly 180 Fieet St BC4 
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May 13, 1954 ADVERTISER'S WEEKLY 


ECORI (CLASSIFIED ADVERTISEMENTS 
i a RR 


requires 
has vacancy for RETOUCHING EXPERIENCED 


ins: am STILL LIFE ARTISTS ACCOUNT 


VISUALISER/ . 
PRODUCTION “aaa ae . 


AAN Superannuation Scheme Director Control. Must be able to 
soles intent Di handle detail work. A really ex- 
for sales literature. Previous agency a < — collent overanty tr the right hs 
experience essential. Summer STUDIO IRWIN LIMITED man. Please write in full, enpare Maes =. 
holiday querenteed. Write in first Irwin House, 11 Gough Square, EC.4 * City 21713 — a i 
instance in confidence giving full , . ek . 
details of qualifications to: | | SAGOE ADAPTATION ARENT | "EOTOGVADE. Lonac RARE NT | | cosine Manspiog Director | 
charge of department of eight artists, quire male assistant, age about 30, for SELLS LTD., Brettenham House 
bx 14 Gieaitar geen com | Sets ences || nat Pn, WC2 


278 

PUBLICITY DEPARTMENT of large CROMPTON PARKINSON LIMITED OE ogee 

engineering company requires assistant COPYWRITER OPPORTUNITY tiene a ee “ 

to help with production of catalogues, for young advertising man of several years’ Officer and Editor of their House : 
leaflets, manuals, etc. Knowledge of who can produce pencil visuals for press practical experience and DESIGN ABILITY Journal. Office located in London, 
artwork, blocks and printing required. advertising es part of his stock-in-trade to tain es ert director's assistant in small Applicants should have experience in 
Some engineering knowledge necessary. wanted for national travel advertiser. Write progressive organization Some knowledge advertising or journalism and be pre- 
Five-day week. West London area. stating age, salary required and references to: of type and process essential. The post pared to travel within the British Isles, 
| ar no aa “wr Box 7549 calls for hard work and initiative. Keen Applications, a ws salary < 
ate age, cx a sa applicants only should 7 quired, and full detail education 
required. Advertiser's Weekly 180 Fleet St EC4 fer on = am training and experience, should be sent 
Box 7487 Ad. aS re to Ref.; MD/ ip (PRC), Crompton 
AND LETTERER ADVERTISING ASSISTANT required | NATIONAL WEEKLY with growing | Parkinson Limited, Crompton House, 
quired by Marshall Studios Lid. who by well-known aircraft accessory manu- circulation seeks General Advertising Aldwych, Loadoa, W.C.2, ™ 
have acquired additional facturers in West Country to operate Manager to work on gencrous com- | EXCLUSIVE LONDON COMMERCIAL 
= A ee W.C.2, Phone: HOLborn from London Office, Applicant must mission basis and expenses allowance. STUDIO has vacancy for Pashion Artist 
have acronautical background, and Only men with first-class references and with background of first-class experi. 
wAce FOR FIRST-CLASS STILL have held a similar position, Salary contacts at highest levels among agents ence, Progressive contract and paid 
LIFE ARTIST, om own room. Near will be in accordance with capabilities. and principal national —ry and holidays this yeas to right applicant. 

Grosvenor Squa: Write lity advertisers need copy to Pull particulars confidence to 

Box 7526 Ad. Weekly 180 Fleet St BOS Box 7565 Ad. Weekly 180 Flee: St BC4 7566 Ad. Weekly 180 Fleet St BC4 Box 7557 Ad. Weekly 180 Pleet St BCS 


Fine Advanced 
PRODUCTION rei 
Training 


MANAGER me 


WANTED Press and print production experience, 


A vacancy occurs for a Production poise and personality are the key qualifi- 
30-40 cations of the Senior Publicity Assistant 7 
ger (age ) with experience of required by large international organisa- AR 
handling important consumer and tech- tion near Piccadilly. He will handle detail 2 
nical Accounts. Applicants should also control of large Division's home and ai 
Bigg se tne a export advertising. Creative experience 
to complete useful but not essential. Age limits, 25-30 
Production Department. This ip a years. Salary £700-£750. Prospects dis- 
position of responsibility, with good tinctly bright — this appointment could 
i a ’ lead to Assistant Advertising Manager's 
prospects for right man. ich in two yours 


Write or ‘phone for appointment 
CRANE PUBLICITY LIMITED Write full details of education and 


Quality House, Quality Court, Chancery Lane, London, W.C.2 oan 
CHAncery 5287 Box 7550 


Advertiser's Weekly 180 Fleet St EC4 


*Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


Experienced 


Typographer 


required 
by medium sized agency. 
Must be capable of preparing 
typographical layouts and 
adaptations for Press and 
Print on a wide variety of 
products. 


Write stating experience and 
salary required, to: 


Box 7662 
Advertiser's Weekly 180 Fleet St EC4 


by leading Outdoor 


required 
Advertising Agency, good prospects. 
Write 


age, experience, salary 
Box 7558 Ad, Weekly 180 Fleet Si BC4 


required 


AN OPENING WILL 
OCCUR SHORTLY 


in an established firm of publishers ' 


for a young man to promote cir- 
culation and advertising for rad = 
new and growing journals. will 
be required, after initial training, 
to act on his own responsibility. 
He must pony Gy. initiative and 
originality and possess a 
pleasing personality. Lowe 2 
will depend on! experience and 
results will be rewarded. Out-of- 
pocket expenses will be covered. 

if you believe you have the 
necessary qualifications, write and 
give precise details of your age, 
career hitherto including school, 
service and business experience, 

salary expected, to; 


Box 7548 Advertiver's Weekly 180 Fleet St EC4 


LEDGER CLERK (lady), 18/25, for West 


Bod Advertising Agency. Typing 
essential, Prospects for right applicant. 
Salary according w age and a 
Write, stating age, experience 
fullest details, to Box 53, 10 Welveck 
Street, W.1 

Condé Nast Publications 
require experienced circulation adver- 
tising copywriter. Five-day week. Apply 
in writing, giving age and fullest par- 
ticulars and enclosing specimens, to 
a, | Manager, 37 Golden Square, 

JA. 


APPOINTMENTS YACANT 


t of persons answering these advertisements must 


CLASSIFIED ADVERTISEMENTS 
|___APPOINTMENTS VACANT 


be made through « Local Office of the Ministry of Labour or s Scheduled ment 
PEL we BUY te 4S, 5 is. 
unless be of she, oF the 


is from 
Notification ot Vacancies Order 1952.” 


FIRST CLASS GENERAL ARTIST 


REQUIRED 
A really good all-rounder able to earn £750 per annum, is required 
by Central London siudio. Must be capable of general drawing 


in various techniques and able to do both figure and technical 
retouching. 


TOP LINE LETTERING ARTIST 

REQUIRED 

Capable of earning £750 per annum. Ability as designer and 

visualiser an advantage. 

One of the above will be required to undertake the duties of studio 

manager, at an extra salary. 

Box 7547 

Advertiser's Weekly 180 Fleet St London EC4 


CREATIVE PRODUCTION ASSISTANT, | SECRETARY REQUIRED, good typing, 
preferably with agency background, to some shorthand. Public Relations and 
assist generally in the production of general office work. Young person, 
literature and other Sales Promotion keen, methodical, reliable, CEN. 4169. 
material. Typographical knowledge | iMPORTANT AND WELL-KNOWN 


and some ability wo visualise, prepare WHOLESALE MANUFACTURERS of 
layouts, mark-ups and progress to com- women's wear with famous brand name 


pletion. Some finished artwork an have opening for young woman to 


advantage though not essential. Com- nd. toria 
mencing salary £500-€550 according to |  bencray ‘ulcr eecoucion “Previews ein 


ability. Pleasant working conditions. perience would be considered an ad- 


yn Scheme, Holidays by eovanee- "i 1 prospects 
mem, Write, stating age and ex voanegs. _ Rassfions mae 


newly created position for , 
ence, to S.P.D., Remington Rand with energ thusiasm. 
1-19 New Oxford Street, W.C.1, only Og hee 


Box 7562 Ad. Weekly 180 Peet BCA 
7) Ta LEADING COPY DETAIL; 
_ NATIONAL WEEKLY PROGRESS CHASER 
Ae 
eepaves with rush campaigns in the Netional end 


An alive and energetic young man required 
an experienced Advertisement Sevtudiet Cian cited canedien, Cane 
Representative for the position of ledeo of ofl ghaces of production with 
Assistant Advertisement Manager. hasis on block ordering, copy d h 
This is a post for a man of enter- end keeping accurate schedules. Agency 
prise, enthusiasm and initiative. 


; Apply in detail Five-day week. Canteen. Write, giving full 
Box 7653 particulars, experience and salary required to: 


Advertiser's Weekly 180 Fleet St EC4 


Box 7612 
Advertiser's Weekly 180 Fleet St EC4 


MEDIUM SIZED LONDON AGENCY JUNIOR, GIRL soguived 
have vacancy for assistant in produc- Publicity and Ad =< a 
tion department, Progressive job with of West End “Hour 9 9.15-5.15. 

of advancement. Write, 5 luncheon vouchers. 

Stating experience, salary, etc., to Write 
Box 7564 Ad. Weekly 180 Fleet St BC4 Box 7531 Ad. Weekly 180 Fleet St BC4 
STUDIO requires artist for ENERGETIC SALES REPRESENTA- 
STILL LIFE and RETOUCHING. TIVE experienced in handling a 
Salary according to ability. Five-day restaurant and hotel accounts required 


Hours 8.15 am. to 5 p.m. A bhi 
Weise tuly ™ py BL Pul + ed firm. Highest 
Box 7360 Ad. Weekly 180 Fleet St BC4 Box 7559 Ad. Weekly 180 Fleet St BC4 


Manager and Buyer. 


COLMAN, PRENTIS and VARLEY | 


have a vacancy for a 


YOUNG ASSISTANT 


(National Service completed) to the Printing 

Agency experience and 

knowledge of printing processes an advantage. 
Salary £8.10.0 per week. 


Write giving full details to : 
STAFF DIRECTOR 


COLMAN, PRENTIS and VARLEY Ltd. 
34 Grosvenor Street, London, W.1. 


May 13, 1954 


APPOINTMENTS VACANT 


MARKETING EXECUTIVE 


with sales and/or advertising experience 


ALFRED BIRD & SONS LIMITED 
BIRMIN 


makers of Bird’s Custard, Jell-O and 
other fine food products require 
a first-class, experienced man, pre- 
ferably not over 45. He must be 
well educated and experienced in 
sales, sales promotion or advertising 
with a leading company or advert- 
ising agency. He should be capable 
of assuming a large measure of 
responsibility and would be res- 
ponsible for the marketing of one 
or more of the company’s products. 
Excellent salary and conditions. 
Write giving full particulars which 
will be treated in strict confidence 
to the Personnel Manager, 


ALFRED BIRD & SONS LIMITED 
BIRMINGHAM, 12 


YOUNG GENERAL ARTIST required. 


lettering 
Ability to handle airbrush an advantage. 
Call between 12 and 1 p.m. or ‘phone 
TEM. 2730. udio Productions Lid., 


DIRECTORSHIP 


A directorship awaits the right man. 
As head of a rapidly expanding 
agency in the West End | am 
looking for a man aged between 28 
and 40 who is already a fully 
experienced accounts executive 
with the ability to negotiate new 
accounts. He must have contacts, 
be able to take over some existing 
accounts, be able and willing to 
make decisions and to stand by them. 
Fullest details of age, education, 
experience, present position and 
salary. Applications will be treated 
in the strictest confidence. 


Box 7613 
Advertiser's Weekly 180 Fleet St EC4 


REPRESENTATIVE with sound connec- 


tions among agents and others required 


by progressive studio. sa and 
a possible directorship to the man who 
yves himself. 


7442 Ad. Weekly 180 Fleet St BC4 


1. TYPOGRAPHER 


2. VISUALISER 


ARMSTRONG - WARDEN 
require 


with creative ideas ranging from adaptations to 
high class booklet designing. 


with a modern outlook and able to design creatively. 


Must have had 2 years’ Agency experience. Holidays 
by arrangement. Secure positions. State salary required. 


Write: 
Secretary, Armstrong-Warden Ltd. 
69 New Oxford Street, W.C.1. 


’Phone your Classifieds to CHA 8844 (Ex 25 
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May 13, 1954 


APPOINTMENTS VACANT 


PRIVATE 
SECRETARY 
required 


Managing Director of a London 
Advertising Agency is losing his 
secretary after 15 years’ service and 
would like to find another one as 
good. He is lazy, untidy, sometimes 
irritable, and needs unobtrusive 
‘managing’. Someone well educated 
and between 30 and 40 is needed. 


Box 7611 
Advertiser's Weekly 180 Fleet $t EC4 


OPPORTUNITY OCCURS for young 
man to join our copy department, 
Must be well educated and able wo 
write good English Previous adver- 
tising agency experience useful but not 
essential. This is a permanem appoint- 

with scope for advancement. 

stating age, experience and 

required tw Chairman, W. 
Hopwood & Co., Lid., 67a Mosley 
Street, Manchester, 2 

MULLARD LID. invite applications for 
the post of Press Officer. Applicants 
should preferably have had experience 
of press relations work in clectronics 
or electrical industry and should have 
BSe, or equivalent qualifications. 

Write, giving age and full details of 

previous experience and salary required, 

to Personnel Officer, Mullard Lid., 

Century House, Shaftesbury Avenue, 

London, W.C.2, 


SPACE REPRESENTATIVES 
required 
Bully Experienced for Town Guides, 
industrial Handbooks, Yeor Books, 
etc. 

Only men capable of earning four figure 
salaries need apply. Full details to: 
Box 7651 
Advertiser's Weekly 180 Fleet St EC4 


LONDON PUBLISHING FIRM require 
young man (21-25) with basic training 
in engineering drawing, interested in 
developing career with team working 
on advanced technical! illustrations from 
blueprints. 

Box 7407 Ad. Weekly 180 Fleet St BC4 


Technical & General 

Advertising Agency, Ltd. 
Member of the London Press 
Exchange Group of Companies 


Typographer 


T & G require a good 
middle-weight typographer 
with some Agency experi- 
ence. He (or she) will work 
mainly on advertisement de- 
sign with a leavening of print. 
Write or phone Creative 
Director (Cov 2771 Extn 1). 


Layout Artist 


Junior Artist required to 
assist on adaptations and 
mark-ups of Press advertise- 
ments. Write or phone 
Creative Director, T & G, 
167 High Holborn, W.C.1. 


For both situations existing 
holiday arrangements will 
allowed to stand. 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


| 


reliable. 
interview. 


EXHIBITION MAN 


A well-known firm of Exhibition Contractors and Display Producers, 
long established in the Midlands, are in need of a top grade 
Exhibition man, capable of seeing the job through from drawing 
board to the finished stand. He must be a man of resource and 
initiative, prepared to travel and put up with all the inconveniences 
of this profession. Age preferred between 25 and 50. If you think 
you are the man we need, write at once for an interview. 


PRODUCTION MAN 


The Works Manager needs a man to assist on the Production side 
of the business. Must be conversant with the trade and be absolutely 
More interested in the job than the clock. Write for 


Box 7517 
Advertiser's Weekly 180 Fleet St London EC4 


SENIOR SHORTHAND /TYPIST required 
with office experience. Reply, with 
details of experience. salary, cic., 
London Counties Newspapers, 161 
Touenham Lane, N.8, 


ACCOUNTS CLERK, Malic, not over 30, 
with experience of charging art work, 
blocks, etc. Five-day week, holiday 
given this year, Phone for appoint- 
Stephens Advertising Service 

HOLborn 6051, 


COMPETENT SECRETARY /SHORT- 
HAND TYPIST for Advertising and 
Public Relations Officer of iarge 
multiple clothing organisation, Leeds. 
The position offers scope, prospects 
and an interesting career. Salary com- 
meneurate with —_ and experience. 
Apply in confidence 
Box 7535 Ad. Weekly 180 Pleet St BC4 


APPOINTMENTS WANTED 


“HAND - PICKED” SECRETARIES, 
TYPISTS, Telephonists and all other 
office staff.—The Wigmore Agency, 67 
Wigmore St., W.1, HUNter 9951/2/3. 


A FULLY EXPERIENCED SIGN- 
WRITER and Pictorial Artist requires 
position as Advertising Representative 
able two give clients finished or rough 
layouts of outdoor signs, etc., able to 
drive, 6 Tremham Drive, Nottingham. 
Tel.: 74413. 


mem. 
Lid, 


’ 
30 Years’ Practical Experience 
Production Executive now employed in 
Process Engraving seeks position as 
Executive or Production Manager in Advertis- 
ing Agency. A q 
of all processes and costing. 


Box 7654 
Advertiser's Weekly 180 Fleet St EC4 


— DRESSER. Expert all types 
and paper. Working free-lance 
~ aol acy Derby, Leicester. Smythe, 
an Road, Mapperiey, Notting - 


EXPERIENCED ARTIST, now 
lance, secks permanent position. 
ing, still-life. £10 
Box 7539 Ad, Weekly 180 Pieet St BC4 


YOUNG WOMAN (22) wants job in 
Birmingham area. Fully trained 
artist /photographer/copy. Good back- 
ground, Willing w tearm and 
enthusiastic 
Box 7540 Ad. Weekly 180 Pieet St BOS 


EXPERIENCED ADVERTISING REPRE- 
SENTATIVE scks engagement on 
Merseyside or Manchester, Box 7424, 
Eason’s Advertising Service, Dublin. 


INCORPORATED SECRETARY /AC- 
COUNTANT. Young Public School 
man wishes to join reputable London 
Publishers / Advertising Agents, offering 


free- 
Letter- 


jong term prospects, well experienced 
acoounts administration, excellent 
appearance, personality. Starting £750 
Box 7498 Ad. Weckly 180 Plect St BC4 


BUSINESS OPPORTUNITIES 


PROFITABLE TRADE DIRECTORY 
(Export). Opportunity for salesman to 
renew and sell new advertisements. 
Half sold for 1954. Outrigm sale or 
interest to good salesman, 

Box 7509 Ad. Weekly 180 Fleet St BC4 


DIRECT MAIL /DUPLICATING OFFICE 
(London, W.C.2) wishing w expand 
would welcome discussion with ex- 
perienced man or woman with view 
to eventual partnership 
Box 7544 Ad. Weekly 180 Pleet St BOA 


FOR SALE: A few choice words—spiced 
with humour if you wish-or a full 
book or brochure of readable English. 
If you are stuck for a word, write to 

(148 «Strand, 


PUBLISHING COMPANY, 1920 Resi- 
stration. Losses £8,000. What offers? 
Box 7541 Ad. Weekly 180 Fleet St BCS 


A_ SERVICE FOR ADVERTISERS. 
Ideas, layout, copy, artwork, photo- 
graphy, production, etc., for all printed 
matter and press advertising Special 
attention to individual requirements. 
Box 7542 Ad. Weekly 180 Pleet St BC4 


SOUND COMMERCIAL ART BUSI- 
NESS REQUIRED. We are instructed 
© mestitute inquiries concerning part 
or whole imerest in a Commercial Art 
Studio situated in London, Absolute 
security is guaranteed, Full particu- 
lars w Frederick A, Dean & Co. 
Certified Accountants, 91/93 Bishops- 
gate, E.C.2, Principals only, please. 


EXPANDING DIRECT MAIL AGENCY 
wishes to absorb or merge with similar 
organisation, Capital available, Replies 
in confidence 
Box 7545 Ad, Weekly 180 Pleet St BO4 


TRADE OR TECHNICAL journal pro- 
prictors contemplating retirement are 
invited by expanding publishers to offer 
outright sale or interest — view to 

ure management. Sawell Pubtica- 
tions Lid., Ludgate Circus, ECs 


ADVERTISING COMPANY 
OPERATING A MOST 
MODERN FORM OF 

OUTDOOR PUBLICITY 


in London for disposal as a going 
concern. Long lease. Full equipment. 
Contracts in hand. Reasonable 
management can earn minimum 
£10,000 pa. nett profit. 


Price £7,500 all at. 
Principals only. 


Box 7519 
Advertiser's Weekly 180 Fleet St EC4 


| 


“SHOW CARDS, CUT-OUTS | 
ADVERTISING FOLDERS 


by photo-titho or letterpress (own 
photo-litho process plam). 
CARILLON PRESS LTD. 

Fine Colour Primers, Bournemouth. 
Telephone Boscombe 36835. 

London Office 98-100 Fleet Street 

B.CA, Phone: CENtral 1740. 


FREE LANCE SERVICES 


QUALITY 
ART & DESIGN 


Eric Bridger and associate artists— 
a small freelance group — invite 
enquiries for general design, 
lettering, illustration, retouching, 
etc. A prompt reliable service 
guaranteed. 


12 The Hollands 
Worcester Park, Surrey 
DERWENT 6948 


NATIONAL ADVERTISERS of animal 
feeding stuffs wish to contact free- 
lance artist-visualiser for modern 
layouts attractive to thinking farmers, 
Box 7568 Ad, Weekly 180 Pleet St BC4 

ART DIRECTOR ARTIST with wide ex- 
perience as art director would consider 
Part-time appointment, 

Box 7569 Ad. Weekly 180 Pleet St DC4 

FASHION WORK. Linc, chalk or wash 

— furs a speciality. 4~% experienced 
for press or catalogue work 
Box 7394 Ad, Weekly 180 Fleet St BC4 


LAYOUT ARTIST (ix, Pig) opectations 
in folders and brochures, com- 
missions 
Box 6935 Ad, Weekly 180 Pleet St BOS 

SMALL STUDIO—Ideas, layout and art- 

work, secks further contacts 
Box 7472 Ad. Weekly 180 Fleet St ROS 

GOOD WRITING. If you can't cope, 
Freelance Copywriter can supply sound 
work on time; fully experienced Adver- 
dsing, plain or fancy; catalogues, firm's 
histories, etc.; all technicalities under- 


stood. 
Box 7477 Ad. Weekly 180 Flee: St BC4 


LAYOUT-IDEAS-ARTWORK, Please 
write to 
Box 7473 Ad, Weekly 180 Pleet St BC4 


SALES AND WANTS 


| 


new rubber rollers being fitted, Offers 
invited — would consider exchange tor 
Multdith 50. 


ADVERTISING MANAGER 
W. Rowntree & Sons Lid. 
Westborough, Scarborough 


| ‘ ACCOMMODATION 


STUDIO ACCOMMODATION neat 
Oxford Circus for freelance artist. 
Moderate rental, inclusive light, heat, 
telephone Call on services by 


Weekly 180 Pleet Si BC4 


| MISCELLANEOUS 


PIN-UPS AVAILABLE from mock for 
advertisers and magazines. Por full 
particulars of these and of our enormous 
model file, comact Philip Gotlop Photw- 

» graphs Limived, 24 Kensington Church 

| Sercet, London, WA. WES 4130, 


arrangement. 
Rox 7501 Ad, 


: 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


A free 
advertising site 


just where she 
enters the shop 


Advertising Managers with a sales problem on their 
mind would do well to consider these last minute re- 
minders at ‘point-of-sale’. Redfern Advertising Rubber 
Mats are welcomed by shopkeepers as part of the 
furnishing of the premises. They can carry your 
slogan, trade name or mark in any variety of colours ; 
they wear so well that they will always be left on dis- 
play ; and the site is a free and permanent one—gladly 
given by the retailer. 


DOOR MATS - FLOOR MATS 
COIN MATS - DARTS MATS 
BOWLS MATS 


Write for folder ‘Are you 
using these FREE advertis- 
ing sites yet”’ [t gives com- 
plete details and examples 
in colour of these perm- 
anent ‘point-of-sale’ re- 
minders Perhaps they 

could help to solve 

your sales problem. 


REOFERN’'S RUBBER 
NATIONAL ADVERTISERS’ 


TP.git 


woRru«es 
Division HYDE 


timitreodo 
CHESHIRE 


Arthur | pten Serve 


Moy £2, 1954 


— STOP 


TuHurspay, May 13, 1954 


PRESS — 


PR FOR DUBLIN STOCK EXCHANGE 


Dublin Stock Exchange, one of 
oldest in Europe, has decided in 
155th year to open information ser- 
vice for press and public. Decision 
reached after study by the Commit- 
tee of memorandum submi by 
Cc. E. McConnell (McConnell’s 
Advertising Service Ltd.), and his 
P.R. manager Leslie Luke. 

Proposals that Exchange should 
take modern measures to combat 


by 
loans and simple hoarding of cash 
in rural areas, approved at general 


Service be operated by Will 

Service to iam 
A. E. Cee secretary of the 
Exchange, w i advice and 
assistance 


on from 
McConnell’s. 


CECIL KING BACK 
FROM LONG TOUR 


Cecil H. King, chairman of the 
Daily Mirror and Sunday Pictorial 
companies, has returned after two 
months overseas. He 


where a new building and 
fee Se enaay See Sas Se Saas 
zone 


He was in Australia for four 
weeks. There the Mirror/Pictorial 
companies include The Argus and 
Australasian Ltd. in Melbow 

blishers of “The Argus,” ‘and 

adcasti Assoc x 


information about all ap 
whether they are paid or 
he said. 


He stated that the Ministry 
Transport and Civil Aviation and 
the War Office had persons serving 
full-time in an honorary capacity 
on public relations work. The 
Colonial Office had two part-time 
honorary officers. 


JOHN COLLIER NAME 
AD-PR CHIEF 


Tailors, 
Ltd., who control John Collier (for- 
merly Fifty Shilling Tailors). 
From 1947 he was chief publicity 
officer of the information division, 
Treasury. There he was responsible 
for the nning and implementation 
of nal campaigns explaining 
Britain’s post-war economic 
situation. 


The change of name from Fifty 
Shilling Tailors to John Collier was 
announeed at the end of March, 
following acquisition of the business 
by United Drapery Stores, Ltd., last 
year. J. Collier is chairman and 
managing di A 


irector. 
agents are Greenlys Ltd. 


Published by the Proprietors, BUSINESS PUBLICATIONS Lid., at their office at 180 Fleet Street, London, E.C4. 
im England by Keliher, Hudson & Kearns Lid 


Another AA 
appointment 
Assistant Secretary 


Association since 1950. Previously 
he was youth education officer to 
the Council for Education in World 
Citizenship, and before that was in 
the Army for seven years, seeing 

countries. Mr. 


cereal. Large spaces 
in London evenings and 51 


Forse? 3 
irae 
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at Ey Py - 

Herald” May 22 an auto- 
graphed portrait of G 
on art paper, be 


“Birmingham Evening Despatch” 
launching “Win a car for Whitsun” 
supported 


by 


compet 
and screen advertising. 


(Phone: Chancery 8844 ) 


15-17 Hatfields, London, $.E.1 
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